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Mr. C. G. Frantz, President of The Apex Electrical Manu- 
facturing Co. signs the new Finance Contract that assures 


Permanent Profits for Apex Dealers. 





hi be e ¢ APEX OFFERS A PERMANENT PROFIT FINANCE PLAN 
$y) 6m WASHERS, IRONERS, CLEANERS AND REFRIGERATORS 


IS FIRST AGAIN! 


First to offer to dealers a limited non-recourse finance 
plan on a complete line of washers, ironers, cleaners and refrigerators. First to 
offer a finance plan that will minimize repossession losses, increase credit 
resources, eliminate contingent liabilities and at the same time pay 100% on all 
accepted resale contracts without credit reserve deductions. 


Just another indication of Apex service to Apex dealers .. another reason why the sale 
of Apex appliances are showing tremendous gains each month... another reason 
why you should join the Apex army of dealers and begin to enjoy Apex profits. 


Apex offers you quality appliances backed by research and 23 years of manufac- 
turing experience, offers you liberal discounts, aggressive selling plans, local and 
national advertising and now... a permanent profit finance plan. 


If you are not enjoying the sales advantages offered 
by Apex, then write today for full line catalog. 


APEX ROTAREX CORPORATION ~« Cleveland, Ohio 
Subsidiary of THE APEX ELECTRICAL MFG. COMPANY 
West of Denver In Canada 


Apex Rotarex Mfg. Co., Oakland, Calif Rogers Majestic Corp., Ltd., Toronto, Ont. 











MORE THAN 2% MILLION APEX CLEANERS, WASHERS, IRONERS, REFRIGERATORS IN 


OCT 22 1936 
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Money Profits 


FTER a two weeks’ trip and 
a lot of listening to appliance 
dealers, distributors and man- 
ufacturers my most striking impres- 
sion is the attention the retail trade 
is paying to profits. For too long a 
time the chief problem has been that 
of survival. I didn’t hear much about 
that one this trip. But I did meet 
a number of dealers who talk about 
making real money again in highly 
concrete terms. It is not wishful 
thinking. They know there is money 
as well as volume in the appliance 
market and are making selling plans 
to get it. 

There is still a sharp consciousness 
of price competition but a greater con- 
fidence in the power of better goods 
and keener selling to offset purely 
price offers. A growing number of 
dealers are increasing prices above 
manufacturers’ lists. This is met with 
chiefly in the smaller towns where 
the dealer is more apt to have an ex- 
clusive representation but I heard of 
it in some city neighborhoods also. 
The trade-in problem enters into this 
practice of course, but the chief cause 





bility . is that the dealer wants more dollars 
tter flows and is backing his selling ability to 
2 made get them 

, S€rves 

Hemeny Market 


TOPPING in a typical prairie 
town we picked a restaurant that 
announced air conditioning. It was 
an off hour and we had a talk with 
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His investment was $2,150 for a place 
seating 94 people. Operating cost 
was about $5 a day and it is paying 
him handsomely. The utility had 
sold the job. They made money on 
it and so does their customer. Every- 
body is happy. Multiply this instance 
by a good many thousand if you 
want the picture of a market. 


Trailers 


OU wouldn’t 
automobile 
ing machines. 


offhand connect 
trailers with wash- 
But apparently the 
home, be it ever so much on the 
move, can’t get along without a 
laundry. Ed Doll of Lovell Manu- 
facturing Co. has discovered that 
there are 84,000 trailers being lived 
in and that one in ten have a wash- 
ing device of some kind. Only one 
in ten is a better way of putting it 
and then some smart washer salesmen 
will get an idea. Incidentally there 
will be 200,000 or thereabouts new 
trailers made next year and if they 
don’t all buy washers there will be 
many a parking lot that will. To 
say nothing of the wiring, pumps, 
ranges, refrigerators that Ed, being 
a wringer man, is not interested in. 


Last Quarter 


oo of this year’s 
appliance business who were 
nearest to being right were those that 
wore the rose colored spectacles. The 
last quarter, it is safe to say, will be 
in line with the othér three and break 
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they will have to be, advertised, 
displayed, canvassed and followed up. 

Extra sales effort never fails to 
increase major appliance business over 
normal expectance and there are some 
highly favorable factors in the present 
business background. Purchasing 
power is being boosted. The employ- 
ment index is rising slowly but regu- 
larly; in fact, the employment im- 
provement is greater than the index 
figures show because men who have 
been on part time are being put on 
full time. Another stimulant to the 
buying of an important class of ap- 
pliance prospects will come with wage 
increases. Pay raises are in the news. 
Regardless of election outcomes there 
will be more money in the envelopes. 
Finally there will be large dividend 
disbursements before the first of the 
year. And with the wide distribution 
of stock ownership that means addi- 
tional spending money for our cus- 
tomers. 


Barnum 


LIPPED from an editorial in an 
Iowa newspaper: 

P. T. Barnum coined a fine line 
of metaphors. There is one declara- 
tion of his that we don’t see quoted 
so often as the others. It was uttered 
in accounting for his great success 
in the show business, in contrast to 
the lack of success of many people in 
other lines of business. What he 
said this: “If you don’t adver- 
tise vour business the sheriff will.” 


was 








eS the owner. He was very proud of his records. The natufal rise in business 
cooling system and showed us all for this last quart@r is in traffic ap- Re ep qe 

Bf Drogis over the place. Installed early this pliances. And also _ refrigerators, 
h decle, vear he has doubled his business. washers, ranges fan be sold. But Epitor 
ith the ' 
ha, na 
I basis } 
a L 

: r ~ r I Publication Office. 99-129 North Broadway, Albany, N. Y. Editorial 
- } | | ° - ~ - , 
McGRAW-HILL PUBLISHING COMPANY, INC. and \Executiye Offices, 330 West 42nd St., New York, N. Y. 
. James H. McGraw, Jc MaLcotm Mrir Tawes H. McGraw Electrical Merchandising, ( . 1936, Nol. 56, No. 4. Published monthly. Price 25c. a copy 
Gh, Chairman President Honorary Chairman 

Howarpd ERLICH B. R. PctTNam D. C. McGraw 
Vice-President Treasurer Secretary 

in ls also 
de ters 
Or nd 
Nee ig. 
_ 


United States, Mexico and 
All other countries. 
Albany, N. ¥ 
A.B.P. 





under the Act 0 


. Printed 
Member of A.B.C 


nTv.S.A 


‘eBtral erican countries, 2.00 a year. Canada, including 

5 or shillings. Entered as second-class matter Aucust 22 
3, 1879. 

ght. ¥1936, by McGraw-Hill Publishing Co.. Inc., 


Subscription rates— 
duty, $2.50 a vear 
1935, at Post Office 
New York."’ Member 
330 West 42nd St.. New York. N. ¥ 


Cable Address ‘‘McGrawhill 







































CASE NO. 1 BEFORE: a mrs. Ciork in N 
a washer and, while demonstrating it, the dealer talked 
modernization. He received permission to submit a plan. The result may 
be seen opposite... 
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CASE NO. 2 BEFORE: 4 deaier in Pittsfield had been trying 
to sell a Mr. Bates a 10 cu. ft. refrigerator without success. He changed 
his story to kitchen modernization and was given permission to submit 
@ plon. The result opposite... 










PLAN 
SELLS 


the KITCHE 


The New England 


Kitchen Planning Institute in West- 


he 
that 


ern Massachusetts tackle the sale of 
complete electric kitchens from the 
standpoint of the customer... The 


story of a kitchen modernization drive 


By Laurence Wray 


























N electric kitchen is a piece of 
merchandise. It is a bigger 
< piece of merchandise than any 


of the component parts—range, re 
frigerator, dishwasher, cabinets, light- 
ng or flooring—which go to make it 
up. But when these are assembled in 
proper relation to each other, the 
kitchen becomes a piece of merchan- 
dise. 


A dealer cannot stock electric 
kitchens in various sizes, prices, col- 
or combinations. He cannot sell a 
stock electric kitchen and set it up in 
the customer’s home. Every home has 
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a different size and shape of kitchen 
already installed and _ functioning. 
Every home creates a new problem and 
must be treated individually. 

Sut a dealer can stock the compo- 
nent parts which go to make up an 
electric kitchen. 

And a dealer can sell the electric 
kitchen as a piece of merchandise. 

And, finally, we will go as far as to 
say that a dealer could sell a lot more 
ranges and refrigerators and dish- 
washers if he knew how to go about 
selling the electric kitchen as a piece 
of merchandise. 
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This is the kitchen plan form, supplied by the New England Kitchen Planning 
Institute, for dealers to mark the dimensions and rough outline of present kitchen. 


Above opposite... 
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...The finished plan as turned out by the New England Kitchen Planning 


Institute from the dealers rough sketch. 


Don Breckenridge of Breckenridge, 
Inc., General Electric distributor in 
Western Massachusetts, has proved 
that it can be done. 

Let’s look at two or three case his- 
tories from his files: 


Case No. 1. 


A Mrs. Clark in North Adams 
bought a washing machine from the 
local dealer who came up to the house 
to give a demonstration for the laun- 
dress. Mrs. Clark watched the demon- 
stration and, during a lull in the con- 
the dealer, Don Smith, 
asked Mrs. Clark when she was going 


versation, 


to be ready to buy an electric refrig- 
erator. 

“Well, I'd like to buy a refrigerator,” 
she said. “But I’ve been thinking of 
having the kitchen fixed up a little 
first.” 

As a result Don Smith received 
permission to have a plan of the kitchen 
drawn up. The original estimate 
amounted to $1,800 including a dish- 
washer—but still no refrigerator. Then 
cabinets in the pantry were included, 
then the refrigerator, then a kitchen 
garbage disposal unit and, finally, 
even a radio for the kitchen. The final 
estimate amounted to $3,600 in all— 
a sale of merchandise on which the 
dealer made $1,000. 

Case No. 2. 

This was a sale made about two 
years ago and was one of the first 
Breckenridge made after he began sell- 
ing the electric kitchen as a piece of 
merchandise. 

Dalton, his Pittsfield manager, had 
been trying for the past two or three 
years to sell a 10 cu. ft. refrigerator 
to a man named Bates. There was no 
doubt that the man could afford it but 
it just didn’t seem possible to close 
the sale. It was decided then to try him 
on another tack. 

“Mr. Bates,” says Dalton, “did 
you ever think of having your kitchen 
modernized electrically ?” 

“Why, yes,” says Bates, “I’ve been 
thinking a lot about it but never 
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knew just how the job could be done.” 

“Would you be interested in our 
drawing up a plan for modernizing?” 

“Sure,” he replied. “Go ahead.” 

Dalton promptly took the measure- 
ments of the kitchen—distance between 
windows and doors, elevation, etc., 
and sent them to Norman Winter, 
Breckenridge’s kitchen planning ex- 
pert. In a short time the plans were 
all drawn and an architect’s draw- 
ing, in color, was ready for presenta- 
tion. All the appliances had been 
given their proper place—including the 
big refrigerator that they hadn’t been 
able to sell. 

The price question was evaded for 
as long as possible. Mr. Bates ex- 
pressed himself as being very pleased 
with the design and finally said: “How 
much is all this going to cost?” 

Dalton took a deep breath and said, 
“$2,600.” 

“Hum,” 
about what 
to.” 

The sale was closed and not only 
the refrigerator was sold but an elec- 
tric range and a dishwasher. 

Case No. 3. 

Another sale resulted from a service 
call for a new latch on an 8-year-old 
refrigerator. The house, owned by a 
Mrs. Brown in Northampton was un- 
pretentious. While the salesman was 
making arrangements to get the new 
latch he brought up the subject of 
modernizing the kitchen. Mrs. Brown 
asked to have a plan drawn. 

It resulted first in the replacement 
of the old refrigerator with a 1936 
model; a few days later an order for 
the dishwasher was secured. Cabinets, 
tile and a waste unit followed and, at 
present an order for a range is prom- 
ised. At present the order stands at 
$1,800—all from the intelligent han- 
dling of a service call. 


Case No. 4. 


said Bates. “That’s just 
I figured it would come 


The Perisino family in Palmer run 
a roadside vegetable stand. Dave Lin- 
ton of Central Mass. Electric Com- 
pany was trying to sell a range. Mrs. 
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machine demonstration call. 


















CASE NO. 1 AFTER: ... The dealer took the dimensions of the 
kitchen, submitted them to the New England Kitchen Planning Institute 
and — sold the customer a job that ran to $3,600 — all from a washing 
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Perisino said she wanted to fix up 
the kitchen a bit first and she limited 
her expenditure to $200. Thus the 
range was put out of the picture. But 
anyway, a plan was drawn and then 
redrawn when it developed that she 
wanted a downstairs bath as part of 
the kitchen and a new bathroom up- 
stairs. The final estimate was $1,450— 
seemingly far beyond the means of 
this ordinary Italian family. Never- 
theless Breckenridge secured 5-year 
terms from the Morris Plan Bank and 
the Perisino’s are now paying $25 a 





CASE NO. 2 AFTER: 


- 


r 


month for all improvements plus an 
electric range. 


HOW KITCHEN PLANNING 
WORKS 


It is obvious that the cases recorded 
above could not have been handled and 
the business gained without some 
definite approach to kitchen plan- 
ning. Breckenridge has such a definite 
approach. The proof that it is work- 
ing is contained in the fact that his 
dealer’s kitchen business in Western 

(Please turn to page 8) 
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... A job that amounted to $2,600 includ- 
ing the 10 cu. ft. refrigerator that would not have been sold unless the 
customer had first been interested in modernizing the entire kitchen. 
See article for details. 3 
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AM sure it was Walt Seiler, than 

whom there are few more abk 

the entire ippliance merchandi 
ing field, who originated the definition 
of appliance salesmanship the “art 
f selling products that will not com 
back to customers wl vill.” Withis 





the lucky thirteen words of that defini 


tion is all that any salesman needs to 
yecome outstanding in service and in 
earning power It is an entire sal 
t course in itself 
Loo ol eak ilesmen focu l 
n upon the creation of a single 
ile with utter unconcern for what it 
might eventually lead to, from the 
tandpoin f 1 i customer 
‘ ) ill buy ai se ot ther ap 
il } nee irise nd who 
will be 1 secondary selling in- 
fluence among friends. The smart 
ile 1 realizes that each initial sale 
to a V ospe can certainly lead 
the sale of at least three other 
appli unces to that customet and to 
the creation of the same pyramided 
selling opportunity to at least five 
istomer acquaintances, if the pros- 
pect is properly handled. The big 


point to keep in mind if you intend to 


be superbly successful as an appli- 
ince salesman, is that you are not 
merely selling a product — you are a 


purveyor of satisfaction. If the prod 
uct you sell is capable of delivering 
a value greater than its cost, and if 
your prospect education has aroused 
the right selection of model to gain 
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he greatest use satisfaction, then you 
apprecia 
tion and goodwill which will be found 


have a continuing asset of 


negotiable in a multiplied aftermath 
The fact 
in studying the records of 
successful salesmen that they 
not only become expert in selling the 
product, but in selling the prospect 
m helping them sell the products to 
all others of the prospect’s acquain- 
tance. 


of continuing sales. looms 
certain, 


many 


There is a washer salesman in Bay 
City, Michigan name is 
ridge, if my memory isn’t at fault - 


- his Cart- 


who was laid up for six weeks be- 
rause of illness. And during that 
time when he was totally disabled, he 


sold and received commissions on 25 
Why? Because he had learned 
the art of making his customers work 
for him. There is something protec- 
tive about that technique. It removes 
the fear of being unable to person- 
illy perform. It enlarges earning 
power tremendously. It is swell in- 
come insurance. 

Among others, I had the real de- 
light of addressing meetings of deal- 
ers and salesmen in Springfield, 
Massachusetts, and in Albany, New 
York, during the past month. And I 
checked this thought with many of 
the most successful to find the ma- 
jority recognized its value and em- 
ployed it in their activities. There is 
Pilon of Hartford, Connecticut, who 
sold a refrigerator a day all last year 


sales. 


and this. How? sy capitalizing 
upon the good will of those whom he 
has sincerely served. There is New- 
man of Albany who has run up an 
astonishing appliance selling record. 
How? By turning satisfied owners 
into salesmen. There is Thorne of 
Troy, a youth of 24, whose entire 
selling crew is younger than he, who 
has done a perfectly magnificent mer- 
chandising job this year, because he 
considers his entire customer list as 
a part of his selling organization. 

I met many others at these meet- 
ings who substantiate the conclusions 
that nothing is more essential than to 
sell the customer on helping you sell. 
Don’t stop with a single sale. Don’t 
stop with the production of a cus- 
tomer. You are not ultimately suc- 
cessful until you have learned the art 


of making the customer a junior 
salesman who constantly bird-dogs 
new prospects for you. 

Certain tricks (and that is the 


wrong word because it implies chi- 
canery) can be used in gaining the 
maximum sales support from cus- 
tomers. They are simple, thoroughly 
tested, practical and easy to incor- 
porate into your selling technique. 
Let me boil their explanation down 
in this article. Start trying them to- 
morrow. You'll be surprised at the 
increment of sales they will bring 
within the next 30 day period. 

First, let me define just what I 
mean. We know that 90 per cent of 
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retrigerator 





The customer well 
sold and satisfied can 
do a lot of pioneer 
work on her friends 
which will result in 
greater sales 


sales are 


closed 


when 


husband and wife are together in the 


home. 


which she 


The 


can 


average 


use 


homemaker 
comes.to the store to learn, inspect, 
compare and find the selling reasons 
on her husband 
when the big, mellow moon paints its 
shimmering path across the bedroom 





floor. More appliance sales are closed 


by 


us imagine. 


the wife 


as a 


Esquirish episode which 
typifies many, I am sure. 


He had a 


store caller 


sold to the hilt on a new 


refrigerator 


wanted it 


she 
than 


and 
more 


salesman in 
intimacy of the home than any ot f 
The angle is, then, that 
when she appears at the store, the 
floor salesman must not only sell her 
the product, but must sell her un- 
consciously on becoming a salesman 
of that product to her husband. 

A dealer in Albany told me of an 


the { | 
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Lunsurance 


The salesman who makes friends of 
his customers and puts them to work 


for him will never lack for prospects 


By Gerald E. Stedman 


anything she had ever desired, but 
ouldn’t get her husband to agree 
to the purchase. Playfully, the 
lealer suggested that if her husband 
was going to hold out on her, she 
should hold out on him. Three weeks 
later, on a Sunday morning, the 
dealer was frantically phoned by the 
husband, pleading for the delivery of 
a seven cu. ft. job right away— he 
even helped the dealer load it in the 
‘ar. Boy, that’s enlisting real junior 
salesmen when. a~dealer~can encour- 
age such cooperation from a home- 
maker. I reiterate—you are not 
mly selling the product, but you are 
stlling others on helping you sell the 
product. That’s what makes a suc- 














































cess in this business. Never overlook 
the chance to turn everyone with 
whom you come into contact into a 
sales assistant for you. Here are a 
few simple suggestions in cultivating 
the art. 

Too many of us labor under the 
mistaken impression that people re- 
sist doing favors. We feel guilty if 
we make a suggestion that is bound 
to put our acquaintances out in some 
way. The truth is, however, that 
everyone gains a real thrill in having 
the privilege of doing a favor for 
another. Our technique should be 
that of giving them the chance — 
rather than of shying from it. Benja- 
min Franklin learned that trick and 


~ 
ke 


—— 
Se 





























































































































If the housewife is well sold on the product 


she, in turn, becomes a junior salesman 
when it comes to convincing her husband 
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attributed much of his later success 
to it. He was running for the As 
sembly in those old days, and had in 
curred the virulent disfavor of a 
leader who campaigned savagely 
igainst him. Luck being with him, 
he still won the election, but was 
fearful of the blighting influence of 
the hate of this leader on the floor 
of the Assembly. Hearing that he 
had a rare book which Franklin had 
long wished to read, he wrote him a 
human sort of note asking the favor 
of the privilege to read it. His ad- 
versary loaned him the book. Within 
ten days, Franklin returned it with 
a warm letter of appreciation for the 
favor. And the following Monday, 
when he first appeared on the floor 
of the Assembly, this previous enemy 
came up to put his arm around him 
and they became lifetime cronies, just 
because Franklin knew that it is 
human nature to relish the oppor- 
tunity to do a fayor. 

This truth can be generally applied 
to appliance selling. We sometimes 
hesitate to bother a customer. We 
dislike to ask a favor of acquaintances. 
We feel that a prospect will resent 
any boldness in suggesting a selfish 
advantage. Such ideas are mistaken 
The finest thing we can do for our 
friends is to give them a chance to 
do us a favor. Rather than to he 
bothered by our requests, the truth 
is that any normal human being 
relishes the opportunity. It gives 
them the chance to be proud of them- 
selves for having gone out of their 
way to be helpful. So decide, from 
this minute on, to give customers and 
friends the chance to do you a favor. 
They'll like it and you wil enlarge 
the horizon of your sales influence 
greatly. Of course, to be sincere, you 
must be selling the right product and 
in the right way. 

The next suggestion is that the 
appliance salesman can gain greatest 
sales support from customers and ac- 
quaintances, who is most sincere, 
most able from the standpoint of per- 
suasive personality and who recog- 
nizes the sincere contribution he is 
making to human happiness. No one 
is enthused for very long in per- 
petuating insincerity or selfish advan- 











The salesman should look on his 
file of customers as a file of po- 
tential and actual salesmen work- 
ing for him 


tage. You can’t expect a customer 
or acquaintance to continue to use 
their sales influence when the gain is 
all yours; but when you have sold 
them that the gain is the world’s, then 
they keep on. The best appliance 
salesmen I know, believe fundament- 
ally that they are rendering a far 
greater service in the enrichment of 
homelife than any profit they may 
gain. They hold their heads high in 
the continuous thought that they are 
real benefactors. As a result they are 
never embarrassed or ashamed when 
others are induced to help them sell, 
hecause they know that any effect 
cannot help but benefit those which 
their friends so influence. 

There are many appliance salesmen 
who are insincere. They selfishly 
perform for what they can get rather 
than for what they can give. They 
want the longest commission even 
when it means selling the poorest 
product. They practice salesmanship 
by high pressure, rather than buy- 
manship by sincere education. They 
are only in the business so long as 
it pays them better than anything else 
they can find. They have no proper 
appreciation of the contribution to 
living which could be made. They 
do not consider appliance salesman- 
ship as a supremely worthy lifetime 


(Please turn to page 78) 
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ALABAMA 
Gadsden 


Duscaloosa 


CALIFORNIA 
Alameda 
sSerkeley 
kl Centro 
Long Beach 
Los Angeles 
Newport Beach 
San Carlos 


COLORADO 
Denver (2 
CONNECTICUT 
West Hartford (2 
DELAWARE 
New ( astle ( o. 
Wilmington 
DIST. OF COLUMBIA 
Chevy Chase 


FLORIDA 
Jacksonv ille 


GEORGIA 
Decatur 


Savannah 
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Cities in which “NEW AMERICAN” Homes are being built 


or have been completed 


ILLINOIS 
Aurora 
Chicago 
Morris 


Peoria 


IDAHO 


‘Twin Falls 


INDIANA 
Fort Wayne 


IOWA 
Clarinda 
Des Moines 
Ottumwa 
Sioux City (2) 
Waterloo 
KANSAS 
Lawrence (2) 
Wichita 
LOUISIANA 
New Orleans 
MAINE 
( ape Elizabeth 
Portland 
MARYLAND 
Baltimore (3) 
Randallstown 


MASSACHUSETTS 
Springfield 
West Newton 
Wellesley 
W orcester 
MICHIGAN 
Detroit (11) 
MINNESOTA 
Minneapolis (2) 
MISSOURI 
Kansas City 
NEBRASKA 
Lincoln (2) 
Omaha (2) 
Osceola 
NEW HAMPSHIRE 
Laconia 
NEW JERSEY 


Moorestown 


Newark 

South Orange 
NEW YORK 

Albany 


Chappaqua 
Great Neck, L. L. 


Port Washington, L. I. 


YAS 
"AD AY / J 
Ahh hAAbhhha 





NEW YORK—Cont. 
Rochester (2) 
Scarsdale 
Schenectady 
Syracuse 
Troy 
Utica 
Watertown 


Westbury, L. I. 


NORTH CAROLINA 
Charlotte 
Kinston (2) 


OHIO 
Cincinnati 
Columbus 
Cleveland 
Toledo (2) 


Zanesville 


OKLAHOMA 
Tulsa 
PENNSYLVANIA 
Allentown (2) 
Brookline 
Chestnut Hill (Phila.) 
Elkins Park (Phila.) 
Haverford 
Melrose Park (3) 
Narbeth 
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The ““NEW AMERICAN” Home offers the 


electrical pattern for better living 





PENNSYLVANIA—Cont. 
Paoli 
Springfield Co. 
Swarthmore 
Wallingford 
Willow Grove 
W yncote 
Pittsburgh (7) 


RHODE ISLAND 
Edgewood 
E. Providence 


SOUTH CAROLINA 
Greenville (2) 
Spartanburg (2) 
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TENNESSEE 
Memphis (3) 
TEXAS 
Abilene 
Dallas 
Wichita Falls 
UTAH 
Salt Lake City 
WEST VIRGINIA 
Charleston 
WISCONSIN 


La Crosse 
Milwaukee 
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_.. from cities from coast-to-coast where Gen- 
eral Electric sponsored “NEW AMERICAN” 
Homes are open to the public, have been unanimous in 
their enthusiasm. Active interest on the part of prospec- 
tive local home owners—vastly stimulated business in 
electrical appliances—countless opportunities for edu- 
cating the public to the greater comforts and convenien- 
ces offered through modernizing homes electrically 
— increased domestic loads. These are some of the 
reasons why distributors, utility companies, and dealers 


are backing G-E efforts to promote appliance sales. 


Because the most effective place in which to sell an 
electrical appliance is the home, G-E is throwing open 
the kitchens of its *“*NEW AMERICAN” Homes to G-E 
Dealers in each of the territories where these homes 


are located. Here you can meet thousands of visitors 


and turn prospects into customers. Every facility. 


will be given you for displaying and demonstrating 
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G-E electric kitchen appliances in the kitchen, under 


conditions ideal for creating interest, arousing desire, 


and closing sales. 


Every G-E ““NEW AMERICAN” Home is completely 
equipped with everything electrical for the home. Here 
you will find G-E Automatic Heat and Air Conditioning, 
refrigerators, ranges, ventilators, washing machines, 
dish washers, G-E Disposall, G-E Radial wiring, 
lighting fixtures, clocks and radios in actual operation 


ready for you to demonstrate and sell. 


You are cordially invited to accept G-E’s invitation to 
avail yourselves of the opportunities offered through 
G-E “NEW AMERICAN” Homes to increase your sale 


of G-E appl iances. 


* 


For complete information write ““NEW AMERICAN” 
Demonstration Home Dept., General Electric Com- 


pany, 570 Lexington Ave., New York City. 
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achusett ilone imounted = to 


1936, the 
more than that to date. In 


: > 1 
addition. 33 electric 


nearly $50,000 last vear In 


yusiness 
dishwashers have 
heen sold so far this year as compared 
ine for the same period in 1935— 


planning being 


teher 
} en 


responsible 
in every 


4 


\dvertising 


4 asec 
alone 


in the sale of 


and promotion 


are not going to result 


mplete electric kitchens as pieces ot 


merchandise. They can set the ground 


work and interest the woman to some 


extent just as the displays she sees 
in the stores and the pictures of mod- 
ern kitchens in women’s magazines. 
Furthermore, it is no good, accord 


ing to Don Breckenridge, in just tell 


a woman how her kitchen will 
ook when it has been electrified. 
Words can’t do justice to it. In addi- 


tion, as we have already pointed out, 
is different 
The plan, 
Mrs. 


every kitchen so no stock 


plan will fit in other words, 


must show Jones the walls and 


doors and windows that she sees every 
day It must also show the exact 
appliances that the salesman wants 
sell Mrs. Jones 

That boils down to the fact that 
there has got to be a spect fic individ 
ual drawing and plan made of ea 
ser wate kitche nN 

Now it true, as Breckenridg: 
pointed out to the writer, that Westing 
house, General Electric, Internationa 
Nickel and other manufacturers have 
excellent kitchet planning services 
Many of them have set up separat de 
partments to handle questions, mak« 
suggestions, publish | en plans and 


cooperate with the appliance trade on 





any angle of kitchen planning that 
na e up B publishi 

p ’ elect kitchen 

te f ¢ he } itt 

th mak ual kitch 

pilar | T in d net 
or upplie dealer ul 

utilities. 

“These are excellent and necessa 
services,” said Breckenridge, “and as 
this kitchen business begins to gai 
real momentum they will be invalu 
able. The prime necessity of the n 
ment, however, as I see it, is that we 
have got to have some translation of 
this manufacturer’s activity into loca 
activity and planning. Once we have 
approached a prospect and received 
permission to take measurements and 
submit a bid on electric kitchen, 
we want to be able to go back there 
in a few day with the complete 


plan, drawing a That is one 
of the formation of the 
New England Kitchen planning Insti 
tute We are 
we know 


reasons for the 


right on the ground 


our prospects and we can 


move into action quickly. 
“Another advantage of our Institute 


that it is an independent 


service 
available to all dealer 5, distributors 
power companies or department stores 


regardless of what make of appliances 


they sell. We do not have to be con 
cerned whether a kitchen has a Kel 
vinator retrigeratot a Universal 
range, a G-E dishwasher, and a West 
inghouse water heater. What we d 
S produce a kit« hen plan 

‘You can see how a utility, sellin 
two or three different makes of ranges 
and refrigerators would be _ handi 

iDp in undertaking a large scale 


The Plan That Sells the Kitchen 





kitchen promotion to include all appli- 
ances You can also see how a 
utility, with an active dealer coopera- 
tion program, whether they merchan- 
dise or not, cannot organize a kitchen 
program for all dealers because the 
only dealers that could participate are 
those representing manufacturers with 
kitchen planning services.” 

But you still come back to the ne- 
cessity of individual plans for each 

dividual kitchen. 

There are three possibilities 
Breckenridge: 


sold. 


says 


1. Have the plans drawn by an ex 
pert kitchen designer in each of the 
principal cities of the property. 

2. The utility to have its own kitch- 
‘n planning department with an 


CONTINUED FROM PAGE 3 





should be installed after it is sold. If 
such a man is available in the city or 
community then the business of getting 
into this vast potential of electrifying 
kitchens is practically solved. 

Men with such experience, how- 
ever, don’t grow on trees. And it was 
to meet that situation that Brecken- 
ridge formed the New England Kitchen 
Planning Institute—such an indepen- 
dent kitchen planning organization as 
is mentioned in the third classification 
above. It is not difficult to see how the 
formation of the New England Kitch- 
en Planning Institute came about. Mr. 
Breckenridge had already availed him- 
self of the services of Norman F. Win- 
ter, a kitchen specialist who -had 
lesigned over 2,000 kitchens for a large 





DONALD BRECKENRIDGE 


President, Breckenridge, Inc., 
Springfield, Mass. 


NORMAN F. WINTER 
Director, New England Kitchen 
Planning Institute, Springfield 


A DISTRIBUTOR'S PLAN 


In the July issue, we carried the story of the Phila- 


delphia Electrical Association's approach to kitchen 


modernization. They are tackling it from four points: 


speculative builders, custom-built homes, houses 


needing modernization for resale and, finally, 


owner's homes needing modernizing. Here is the 
story of a distributor in Western Massachusetts who 


is approaching the business of kitchen moderniza- 


tion from the standpoint of the customer's present 
home and the need for individual planning to each 


individual home. 


experienced kitchen designer in 


charge 
3. The formation of an independent 
kitchen planning organization. 

It will readily be seen that the whole 
problem revolves around the experi- 
enced kitchen planning expert. Such 
would have devoted several 
a study of kitchen arrange- 
ment and would have a comprehensive 
knowledge of all the different types of 
cabinets, work surfaces, wall and floor 
coverings, lighting arrangements and 
even a knowledge of how the kitchen 


man 


vears to 


lumber company who distributed Sellers 
cabinets in New England. Since join- 
ing the Breckenridge company, Mr. 
Winter has designed over 1,000 elec- 
tric kitchens, 250 of which have re- 
sulted in sales. 

The New England Kitchen Plan- 
ning Institute, as it is organized with 
Mr. Winter as Director, sells no 
merchandise. It is set up solely to pre- 
pare kitchen plans for any person or 
company wanting them. The plans are 
made from a rough sketch showing 
the dimensions of the kitchen and are 
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prepared as a perspective drawing ir 
color for which a charge of $3 is made 
In other words, any dealer, utility o1 
distributor can apply for a plan of ar 
individual kitchen by submitting 
measurements, specifying the make anc 
type of appliances to be included, and 
paying the nominal $3 service charg: 
for the finished drawing. 

But there is still another angle to 
the situation. Mr. Jones will want to 
know how much the completed kitchen 
will cost and where she can get the 
non-electrical items included in the 
plan. She wants the whole thing done 
up in one package. She may even 
want to compare prices and materials. 
Breckenridge, Inc., are set up as dis- 
tributors of fifteen manufacturers of 
non-electrical products. They supply 
everything that makes the kitchen 
as well as the appliances. In other 
words, they are ready to make avail- 
able the Kitchen Package—floor and 


wall coverings, cabinets and what 
not at wholesale rates. 
In order to make this Kitchen 


Package of non-electrical items avail- 
able to communities throughout New 
England, Breckenridge is in the pro 
cess of establishing an entirely new 
type of dealer to handle this new type 
of business. In some sections, there 
are distributing organizations of kitch- 
en cabinets and other kitchen accesso- 
ries already set up. This new type of 
dealer Breckenridge is establishing is 
to take care of those communities 
where no facilities or distribution 
exists at the present time on kitchen 
equipment. They will be known as 
Kitchen Dealers and will be exclusive 
representatives, or sub-distributors, on 
all non-electrical items (cabinets, til 
ing, flooring, shelves, etc.) distributed 
by Breckenridge. In addition, they will 
be given the electric dishwasher and 
the garbage disposal unit to sell as 
these two devices are sold almost ex- 
clusively at the present time in con- 
junction with the sale of complete 
kitchens and do not interfere nor com- 
pete with the other kitchen appli- 
ances being offered for sale by other 
dealers in the community. They will 
not be permitted to handle electric 
ranges, refrigerators, water heaters or 
any other electrical appliances besides 
those two. One of the reasons for 
giving these Kitchen Dealers the dish- 
washer and garbage disposal unit to 
sell was to enable them to make a 
larger margin of profit at the start 
while they were building up the busi- 
ness in non-electrical kitchen equip- 
ment for dealers in the community. 


These new Kitchen Dealers—usual 
ly a carpenter-contractor or a man 
selling building materials who has a 
practical knowledge of the construc 
tion business and can estimate the 
cost of structural changes—will not 
be competitors of established electrical 
dealers or salesmen. Rather they will 
function as a business-getting agent 
for the dealers, helping sell the modern 
kitchen idea, tying in with advertising 
and promotion on kitchens and solicit- 
ing kitchen plans for all dealers. 


The idea of establishing such a 
Kitchen Dealer came from Mr. 
Thomas G. Ralph, manager of the 
Danielson division of the Connecticut 

(Please turn to page 10) 
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CUSTOMER: “Oh, it's a MONARCH Electric! Why, we 
had a MONARCH Range when I was a little girl.” 
DEALER: “Yes, Madam, MONARCH has been making 








CUSTOMER: “My, that certainly is a beautiful range. I 
suppose you have them in different sizes?*’ DEALER: 
“Yes, there's a MONARCH Electric Range to meet the 
quality ranges for over 40 years.” requirements of every home, large or small.” 


DEALER: “And here's another thing that will interest 
you. All MONARCH Electric Ranges are built to the same 
high quality standard. All full porcelain enamel finish— 
all incorporating standard MONARCH exclusive features 
and all assuring “Speed with Economy’ in operation.” 















Ae 7 Tie. 
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Noteworthy, exclusive features after current is turned off. This is ac 
make MONARCH Electric Ranges complished with a permanent insulating 
block. Another MONARCH exclusive 


easier to sell. For example, there’s | ae 
feature which always goes over big, is the 


the amazing 
“Illuminated Dial 
Temperature Control” 


“Hi-E ficiency” Oven 


Has both speed and efficiency. The oven It’s no wonder this patented feature 
is porcelain enamel . . . encased in heavy pleases! It maintains oven temperature 
walls of effective insulation . .. with an accurately. It prevents overheating. It 
outer body of heavy enameled steel clearly shows oven temperature at all 
Heating units are suspended on rack times. It is conveniently located on the 
guides, producing “floating heat”, assur- switch panel. 

ing maximum speed in preheating. (See Other 


illustration below.) Another MONARCH , " 

* MONARCH Features 
exclusive feature that packs a terrific 
In addition to these exclusive features, 
MONARCH offers many others—such as 


genuine multibestos fireproof wire con 


sales punch is the 


“Hi-E fficiency” 


Surface Unit 


nections... cooking tops protected with 
Designed to combine speed in preheating _ acid-resisting porcelain . . . bright parts 
with the advantages of stored heat, water that will not rust or tarnish ... and stand 
or food raised to boiling temperature ard construction of the finest materials 
continues to boil for 18 to 20 minutes throughout. 












AIR SPACE BAFFLE 


~ FIVE POINT 
. be bt Geass CONTACT OVEN TERMINALS 






HIGHEST QUALITY 
Hh HEET OVERSIZE 
REMOVABLE OVEN ENAMELED STEEL RESISTANCE WIRE PORCELAIN RECEPTACLE 

CK GUIDES OVEN UNIT PAN 


EFFICIENT INSULATION 
2 THKK 





TWO PIECE ENAMELED 








Ay, & 
4 mi mil iv 


Th 
! / 
Gi a Ll bi 




















As a Holiday Sales Stimulator, Model L47JBW, illustrated above, is being 
offered to the trade. This compact, 17” oven model is attractively finished in 
Full White Porcelain Enamel, trimmed with Red Hardware, Switch Knobs 
and Condiment Set. Opal Lamp over cooking top, electric plate warmer and 


large storage compartment in cabinet base, standard equipment. Priced to 
I 


attract immediate interest. 








IMPORTANT 
MONARCH is well and favorably known. The 
MONARCH Line is modern, beautiful, priced 
right. /t Pays to Sell MONARCHS. Write today 
for photographs, catalog and prices. 

MALLEABLE IRON RANGE COMPANY 
110 LAKE STREET BEAVER DAM, WIS. 








Remember ALL MONARCH Ranges Are 


FULL PORCELAIN 


[VITRIFUSED GLASS-COATED STEEL] 
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How the kitchen of Mrs. Soloman Kendrick of Easthampton, Mass., looked before 
Orin Jensen of the F. E. Deeley Co., Northampton, sold a modernization job. Note 
refrigerator, ironer and mixer even before modernization. 






Here is the other half of Mrs. Kendrick's kitchen betore modernization. Note that 
an electric range had already been installed as had a refrigerator (upper picture) 
but that both were replaced with new units after modernizing. 









































» 1s now a full-fledged kitchen deal ‘ 


on non-electrical equipment. H¢ 


tory Although 


G-E distributor it is not a Genera 


reckenridge 











is inx1ous eC oO ¢ concrete 
modernized kit 








BEFORE and 








$3,000 it would not seem unlikely that 
dealers will be willing to pay as little 
is $3 for a visualization of the pros- 


maintain id lay roon has estab ’ 
py : > pect’s premises 
ished ten tw dealer ind col TY 1 ° 
Page [he same advantage might be said 
ractor lead-conn ons and has ade 1 - 1 
; , . ; to be true of the newly proposed 
eloped, in a rt period, a score of ; 

: , Kitchen Dealer. He will sell no appli- 
plete Kitchen pt p ts \ . ‘ 
inces—except in the case of the dish- 
Kut en I) il¢ Dee! t 1 , 

; vasher and the garbage disposal unit. 
Burlington, Vt t ss 
Ll] | Oti n \ Te iT eTgie TVve Lic ™ . - 
Re ; : But he will be a functioning agent for 
n the lumber business reali: nm a! . 
ap ill the non-electrical items which go 
ibilitic , : 

reer Wet make up the kitchen for all the 
| ¢ Vnoie pian, tr course Bre t P ; | 1 

t lealers in the territory whether they 
' t the writer, “depends on 1" 1 , : 
ing all appliances of! only two 

tance ne f ; , 

three major devices 
( pa territ | 
t ntere extent I ) 


bag oar ans nr sc THE OVER-ALL PICTURE 


A corner of the newly modernized kitchen in the home of Mrs. Brown of Northamp- 
ton — referred to in the article as Case No. 3 and which all resulted from a service 


mall a ’ 

Let’s look at this kitchen moderniz- 

ng business from another angle. There 

On t the distinct advantages of tl ' . . 

: pres : is been from three to five years of 
‘ew England Kitchen Planning I) 
titute as an independent organizatior 
1\ r tron the pron tion or ale ol 

ne manufacturer’s products call on an 8-year old refrigerator. 


















And here is the corresponding section of Mrs. Kendrick's kitchen after modernization 
was completed. Job includes new dishwasher and waste disposal unit, Elgin cabinets, 
Veos wall tile and stainless steel. 


AFTER 


The other half of the Kendrick's kitchen after modernization. Kitchen cabinets (Elgin), 
a new refrigerator, utility cupboards and Veos wall tile complete the job — all 
supplied by Breckenridge. 














The Plan That Sells the Kitchen 





Light P Comnat = | CONTINUED FROM PAGE 8 ; . : = 
ght & Power Compan) . ve it was a thing of extreme utility when 
Kitchen Dealer of the type visualized ; : . P ‘ : , Sontetf. 
: tablished the D en. At that, when potential kitchen promotion of the electric kitchen idea. — “di E] —— 
been established 11 ie ani . . ae - 3 Fogg ce , » Fdicon Filec . sti- 
ha 7 , sales run anywhere from $600 to The sale of a single refrigerator or ecently, the Edi n Electric Insti 
erritory. He is a Mr. Earl Holt tute formed a Kitchen Modernizing 


range started it. Utilities and dealers 


f «watt au 4 ave out a plan book 
took up the story of modernization as Bureau and have put out a plan book 


with diagrams of modern kitchens. 

Sut, in all this activity and with all 
this promotion directed to the public, 
there has been a minimum of thought 
and practical methods are only now 
being developed and put to work of 
making these beautiful creations avail- 
able to the individual housewife and 
the individual kitchen space that 
exists in her home. That can only be 
done by planning—by making it possi- 
ble to visualize to the customer how 
her kitchen will look when modern- 
ized. She may see a nice display in 
the department store but it does not 
suggest to her what her own large, 
rambling out-of-date room may look 
like. That can only be done by kitch- 
en planning for the individual. She 
may not even want to buy that range 
or that new refrigerator until she is 
satisfied that first her kitchen can be 
; made to look like one of the pretty 
ie pictures in the women’s magazines. 

~~ And so countless sales are held up. It 

is not, as Mr. Breckenridge’s case 
histories, quoted at the beginning of 
this article reveal, a matter always of 
price. Some salesmen try hard—and 
unsuccessfully—to sell a single refrig- 
erator when it might have been easier 
to sell a complete kitchen. It is selling 
what the customer wants. 

That is what Don Breckenridge is 
doing in Western Massachusetts. 


a wedge to close the sale of a single 
appliance. Materials, people — tile, 
glass, flooring, cabinet—entered the 
picture. Women’s magazines began 
publishing articles on modern kitchens 
and printing pictures of dazzling 
chrome-and-color combinations. De- 
partment stores and utilities gradually 
began to install complete electric kitch- 
ens—usually the product of a single 
manufacturer. 

The net result has been a growing 
consciousness on the part of the 
housewife or the home-owner | that 
the kitchen in the house was more than 
just a room that contained a stove, a 
sink, an ice-box and a fly-spotted 
calendar from the local coal-and-lum- 
ber yard. It was a thing of beauty and 
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An Electric Kitchen Is Only as Efficient as the Wiring Which Serves It. 


INSTALL THE G-E RADIAL WIRING SYSTEM 


The appliances you sell should 
bring satisfaction and conveni- 
ence to your customers. But they 
won't if the wiring systems in 
the customers’ homes are inade- 
quate to supply proper voltages. 
The result is dissatisfaction and 
annoyance for the customers and 
costly service calls for you. 


Check the wiring, in each case, 
before you install appliances. In- 
stall new wiring if necessary. 
When selling complete electric 
kitchens for new homes, be sure 
the wiring is right. Follow the 
specifications of the G-E Radial 
Wiring System. Use General 
Electric quality materials. Then 
you'll have satisfied customers 
and your prestige as a trustwor- 
thy dealer will be maintained. 


Three essential requirements 
determine the efficient operation 
of all appliances. There must be 
sufficient circuits, and sufficient 
outlets. Copper sizes must be 
large enough. The G-E Radial 
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Wiring System goes further. 
There are no long circuit runs 
with consequent voltage losses. 


It is exceedingly important not 
to be misled by an abundance of 
outlets in a home into thinking 
that the wiring is adequate. Re- 
member that the great majority 
of homes today were wired be- 
fore appliances were available. 
These homes have had appliance 
outlets added to the original 
lighting circuits in an attempt to 
take advantage of new appli- 
ances. This accounts for the 
flickering and dimming of lights 
in so many homes, when appli- 
ances are turned on. It also ac- 
counts for the length of time it 
takes to percolate coffee and to 
make toast, waffles, etc. in these 


homes. The appliances used are 
all right but sufficient current 
can’t get through to them. Im- 
agine trying to operate an all- 
electric kitchen with wiring of 
this sort! 


The G-E Radial Wiring Sys- 


tem will enable full use to be 


made of electrical equipment. 
Current will be delivered to ap- 
pliances at their rated voltages. 


Follow the specifications of 
the Radial Wiring System in 
planning wiring for one room or 
for a complete home. Your cus- 
tomers will get better service 
from the appliances you sell. For 
complete information, write to 
Section CDW-1910, Appliance 
and Merchandise Dept., General 
Electric Co., Bridgeport, Conn. 
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NEW w-seee0_ LH Calrod 


NEWS! It means soaring sales for every 


L&H Range dealer...now that L&H Electric Ranges 


have the new, improved Hi-Speed LGH Calrod—in 


addition to all other L&H exclusive, 


sales- pulling 


features. 


8500B-1—SILVER PEARL 


L&H ELECTRIC 
RANGE 


WITH OR WITHOUT NO. 8 
HANDY COOKER 


Iwo appliance outlets — 
one time-controlled, one 
regular. W arming drawer 
unit controlled by toggle 
Adjustable shelf 
in cabinet. 


switch. 
Round cor- 
nered electrically welded 
oven. Time-a-Ture con- 
sists of Synchronous self- 
starting clock. Automatic 
time control, Tempera- 
ture control, Time se- 
lector switch, two appli- 
ance outlets, lamp re- 
pilot light, all 


in one unit assembly. 


ceptacle, 


K E CE . 
NEW YORK 


& H 


CHICAGO 























Radically new in design...but drastically tested 
and proved. .. the Hi-Speed LEH Calrod is a remark- 
able heating clement that makes electric cookery 


amazingly speedy and economical. 


The Hi-Speed L&H Calrod wastes no heat. Utensils 
rest directly upon its glowing spiral ...with no heat- 
absorbing space or material between. Cooking begins 
immediately...takes less time...consumes less current. 

With its resistance wire hermetically sealed and 
insulated in an enduring metal sheath...Ca/lrod 
not only safer but almost everlasting. Protected against 
harm by foods boiling over...immune from deteriora- 
tion by air or moisture...it will not only withstand 
rough usage but take more abuse than it could 


possibly receive in a lifetime of normal houschold use. 
WRITE OR WIRE FOR COMPLETE DETAILS 


OVER co. 
wiscon st N 


SAN FRANCISCO 


FJ ELECTRIC RANGES 


12 
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T started when the customer used 
to say “But where could I| put a 
refrigerator? I'd like to buy one, 
but there really isn’t room in my kitch- 
en.” The reaction to this on the part 
of the salesmen of the Portland Gen- 
eral Electric Company of Portland, 
Ore., was to set them to remodeling 
the kitchens. And so when the major 
ippliance companies established a 
kitchen planning service open to the 
public, it seemed a natural and proper 
thing for the Pepco to connect up the 
customer who needed advice as to how 
to arrange his kitchen ‘equipment to 
best advantage and the various depart- 
ments of the manufacturers who were 
prepared to give such advice gratis. 
The Portland company advertised a 
kitchen planning service of its own, 
the idea being that the requests which 
‘ame in would be turned over to the 
manufacturers and that the recommen- 
lations which they made would in turn 





planned” kitchens 





be sent back to the customer. But 
this didn’t work very long. There 
were too many people who wanted 
their kitchens remodelled. So many re- 
quests came in for kitchen plans that 
the manufacturers could not handle 
them without serious delay. In self de- 
fense the Portland General Electric 
Company installed an engineer on their 
own staff for kitchen planning. This 
was fine, but still not enough. For 
in a short time this one man was 
swamped with applications and had 
to. be relieved by the addition of an 
assistant. And now both men have too 
much to do, and interest seems still 
to be growing. 

This interest in kitchens has, of 
course, been fostered in Portland over 
a long period. Electric range selling 
has always been active in this district 
and during the past year has received 
special encouragement in the policy ot 
free wiring which brought about the 





ELECTRICAL MERCHANDISING—OCTOBER, 1936 





BEFORE and AFTER 


How one of Portland's 


modernization had been completed. 


How a Pacific 
Coast Company found it 
had to establish a kitch- 
en planning department 
to meet the public de- 
mand for modernization. 


BEFORE and AFTER 


4 Another example of a modernizing job : 
sold to a Portland home through 
personal kitchen planning. 








“personally 
looked after the 





Personal Kitchen Planning Service 
in Portland 


By 
Clotilde Grunsky 


sale of some 4,000 ranges in a year’s 
time. 

Of late electric cookery has been 
fostered by a series of theater parties 
staged in local neighborhood thea- 
ters throughout Portland. Two days 
before these events, the entire sales 
force of the Pepco company would 
be sent into the field to pass out invi- 
tations. They went from door to doo 
in the selected district giving the invi 
tation into the housewife’s own hand 
where possible, with the addition of a 
personal word, and where not, leav- 
ing it at the door with the maid. The 
event was an afternoon program, with 
a display of range and refrigerator 
in the lobby, a show, several talks and 
a demonstration in the theater. One 


of the most effective stunts was to 


have a dinner all prepared for cooking 
and stored in the refrigerator. At the 
beginning of the program this food 
was removed and placed in the oven 











of the range, the controls set—and 
then the range left to cook the entire 
meal. A placard announced that “This 
range is now cooking a meal.” The 
range was then forgotten while talks 
and picture went on, until, at the close 
ot the program, it was again opened 
in the lobby, the entire dinner 
being displayed in its appetizing com 
pletion. The dishes were shown in 
the lobby as the audience departed— 
ind it was interesting to find how 
much curiosity was displayed in the 
success of the cookery. Attendance 
it these programs was excellent, 
standing room only being the rule at 
each meeting. A drawing for prizes 
it the close was made by means of 
cards on which the customer was asked 
to note down the appliances which he 
was interested in acquiring. The re- 
sponse to this request was far more de- 
tailed than anticipated, prospects fre- 
(Continued on page 14) 
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me either direct to the company in 
esponse to advertising or through sell 


ng contacts which have led the sales- 


man to offer this service to the cus- 
tomer. In either case, the salesman 
calls at the home and makes careful 
measurements of the kitchen as he 
finds it, preparing a floor plan and 
i sketch showing existing conditions. 
This, together with notes and com- 
ments, goes to the kitchen planning 
engineer, who thereupon designs a 


kitchen to 


One ot 


fit the needs of the family 
the first principles which 
has been laid down is that so far as 
possible no structural changes in the 
irchitecture of the house will be called 
for, but that the kitchen will be fitted 
in to existing doors 


and windows, 
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Personal Kitchen Planning Service 





expenditures to appliances 


und cabinet work. In general the un- 
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eriying p cipk applic d are those ot 
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motion and step saving, the establish- 

ment of work centers, the progressive 


steps and 
paid to 


been 


planning of a 
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labor 


Special attention 15S 

lights on working surfaces (it has 
that a li 

ing cupboard can be 


about $4 an 


found light under an overhang- 


installed tor 


will greatly increase the 


usefulness of the working surface be 


have becom an 


essential part of these kitchen instal 


ceiving increasing 


‘ 7 
attention on the part of the public 
s made to teach 


housewife the advantages of this 


uppliance and the importance of pro- 


w for a convenience whic] 


ding 
oked upon as a matter of 
course in the kitchens of the 
From the 


point it 


future 


stand- 
is recognized that the dish 


power company’s 


washer ties in well with the electric 
water heater which plays an important 
part in the company’s sales program 

These recommendations are sub 
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mitted in the form of blue print and 
sketches, the property 
f the And then, of 
course, the salesman follows up to see 


which become 
house owner. 
how many of the appliances can now 
be sold. It has been gratifying to find 
that most of the jobs are put into 
effect, either wholly or partially, at 
once. Of course, some of these plans 
are made for new homes, but so far 
the majority have been made for old 
kitchens which are destined to be re- 
modelled. The cost of the 
changes made is perhaps $700. One 
householder much as 
$1,400 to bring his kitchen up to date. 


average 


expended as 


Of course, much of this work is 
done on the time payment basis. 
F.H.A. terms are still available for 


cabinet work and on appliances a three 
term is allowed on a joint con- 


ract, 


Outstanding is the public interest in 
the installations which have been made. 
Power fre- 
requested the privilege of re- 


company salesmen have 


quently 
ferring others who were interested to 
kitchens have al- 


houseowners whose 





All the pictures on this page are from the same kitchen in a Portland home. They 
show four sides of the room before modernization and after. This is an example of 
the kind of job that can be sold when a planning service visualizes the result for 
the customer. 
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ready been remodelled and have uni 


versally found a cordial willingne 
on the part of these owners to c 
operate. On one occasion such a ca 
back interrupted a kitchen shows 
which was being given the prou 
owner by neighbors and _ friend 
Some eighteen other housewives 


this instance were viewing the ne 
equipment. 
glad to give publicity to before ar 
after pictures. 
which was written up in this way r 
ported that some three or four hundr« 
people had called up to make inqui 
regarding it. 

A new development in the kitche: 
planning ‘service is the interest whic! 
is being shown in it by speculative 
builders. of these build- 
ing contractors of Portland, who put 


Newspapers have bee: 


The owner of one hon 


Five or six 


4 


up houses for resale to the public, 
have definitely adopted the “planned 
electrical kitchen” as part of all fu 
ture building which they undertake. 
“It is much easier to sell a home with 
a modern kitchen” says one of thes: 
builders. “It gives you a_ talking 
point. People come in to see the kitch- 
en—and every, one of them is a pros 
pect for buying the home. The future 
houses we build will all be ‘model elec- 
trical homes’.” 

Last year some 37 plans were drawn 
up for home owners and from these 
57 major appliances were sold. The 
record during the first five. months of 
1936 had already far exceeded this 
figure—and the curve is still going up 
from late reports. 
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63 Years 
Young 


HE Portland General Electric Co. 

one of the two electric utilities in 
Portland, Ore., is also a dealer and a 
generous advertiser in local news- 
papers. Under the supervision of its 
agency, the advertising has an unusual 
amount of human appeal. One feature 
of the continuous campaign of educa- 
tion will serve to illustrate. 

All this dealer’s salesmen are in- 
tructed to scout for the best examples 
of all-electric kitchens in their dis- 
tricts. From these, certain ones are 
selected as most representative. A re- 
porter is then sent to these homes and 
news stories prepared for the papers, 
and numerous photographs _ taken. 
These are general views and then fea- 
ture “shots” showing pieces of equip- 
ment in which the owner of the home 
apparently takes the most interest and 
upon which she will comment freely 
and specifically. The papers are glad 
to get these stories, which are of a 
non-commercial nature, and many of 
them are run from week to week as 
news. 








Mrs. Hall began to cook on a 
wood stove—now she has one of 
the 12 most modern kitchens in 
Portland, Ore. 


From the material secured in this 
manner, the agency prepares the regu- 
lar advertisements. They center upon 
the all-electric kitchen idea, and the 
detail pictures of a specific nature are 
featured in the advertisements, along 
with the general picture of the kitchen. 

Here, for example, is the kitchen of 
Mrs. W. T. Hall, a lady 63 years of 
age who learned to cook over a hot 
wood stove. Today she is setting the 
example of modernity for Portland 
brides one-third her age. Her kitchen 
was selected as one of the 12 most 
modern in the city. 

“Some of my friends can’t under- 
stand how a 63-year-old can be so en- 
thusiastic about what they call these 
‘new-fangled gadgets’,” Mrs. Hall is 
quoted. “The other day a young 
housewife of the neighborhood asked 
me how I managed to learn to operate 
such an apparently complicated ma- 
chine as a dish-washer. I told her 
that a few days after it was installed 
I was able to do tricks with it. 

“In these electric kitchens, one 
doesn’t have to do much more than 
push buttons. That’s what I like—it 
gives me more time to enjoy myself.” 
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NEW ELECTRIC IRON FOR 


INCREASED PROFIT! 


@ Nowhere else will you find a fresh—fully built-up 
demand market with a 100% open field—to walk into 
and reap the harvest of profits. 


No other appliance offers you a completely educated 
market to walk into. 


There are over 22,000,000 customers in this market 
that know—that have used electric irons for more than 
25 years. 


Here is an electric iron that is far out in front of the 
parade—here is a market wide open—the net result can 
only be PROFITS—do you want them? 


AMERICA’S LEADING ELECTRIC IRON . . . THE CORD-LESS-MATIC 





@ After years of continuous use in laundries, throughout the country the CORD- 
LESS-MATIC has proven that it is right—it has stood the test of time—of use—and 
the most severe use too—in laundries and dry cleaning plants—in hospitals and in- 
stitutional laundries. What better proof could there be of rightness—of durability. 


DEALERS—ASK YOUR JOBBER or WRITE DIRECT FOR 2 & 1 INTRODUCTORY OFFER 


AN ELECTRIC TEA KETTLE WITH 
CUSTOMER APPEAL IN ALL THESE POINTS 


* Faster than gas or electric range. 

* Cuts off current if it boils dry—no danger of burn-outs. 

* Made of extra heavy cast aluminum. Highly polished. 

* Bird-like whistle sings when water boils. 

*% Cover on spout opens automatically when kettle is lifted. 


* Built-in units insure high efficiency and long life. 


BRANNON INCORPORATED 


1936 


















14307 THIRD AVENUE 


» this line of 4 





CONTAINS MORE SALES POINTS 
THAN ANY IRON WITH ATTACHED CORD 


@ Complete your 
coverage of the 
iron market with 


pound and 6 
pound modern 
up-to-the-minute 
Sl te 8 
super-surface electric irons—be out in front of 
the parade with these non-competitive irons— 
these super eye-appealing—super-sales appealing 
electric irons. 





40% MORE IRONING SURFACE 


@ Here is more ironing surface—full 36 square 
inches—than ever before found in any domestic 
electric iron—fully 40% more than the average 
flat iron. This means faster ironing—more sur- 
face covered—more pieces ironed—more time 
saved than heretofore. 


@ All models are ee with adjustable 
thermostats, plainly marked with divisions for 
the various types of ironing. 


DETROIT, MICH. 
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A NEW SALES HELP FOR No. 656 ROASTERS 


The 656 Everhot Roaster with this turkey display will sell itself. 
The wax turkey, naturally colored and realistic in appearance, 
demonstrates the roaster perfectly. Stops shoppers and makes 
sales. This holiday special puts an extra salesman on your staff. 
A $6.00 value is offered for $1.50 with an order for 3 No. 656 


Everhots. Ask your jobber or write us. 


ELECTRIC AIR-FLOW HEATER 


Heats twice as fast! Starts pumping heat into 
the room instantly. Works like a chimney. 
Pulls the cold air off the floor, heats it in a 
maze of red wires, then shoots it out the top 
opening. Draft assisted by reflection produces 
the exclusive Everhot “AIR-FLOW” that warms 
a room twice as fast. No motors—all the 
current is used to produce heat. And the body 
is guaranteed to stay cool. List price $6.95 

west $7.95. More than 100,000 Sold! 








Swartzbaugh Manufacturing Company 
Toledo, Ohio 


200 Fifth Ave., N.Y.C. * 656 So. Los Angeles Ave., Los Angeles 
837 Howard St., San Francisco 


EVERHOT 


his own home 


Setting 


View of all-electric kitchen installed in 

by J. C. McNamee, 

proprietor of the Fairfield Radio & Re- 
frigerator Co., Fairfield, Ala. 















the Example 


\ , 71TH so much attention being 
given of late to all-electric 
kitchens, J. C. McNamee, 
owner of the Fairfield Radio & Re- 
frigerator Co., Fairfield, Ala., decided 
to set the example for his customers 
by making an installation in his own 
home. He is now using it for demon- 
stration purposes and finds that the 
attendant publicity has stepped up his 
sale of heavy kitchen appliances more 
than 30 per cent. 

The Birmingham Electric Company 
hearing of the installation offered to 
send a couple of domestic science ex- 
perts out and hold a cooking school in 
his home. This was done, with a 
selected list of housewives in the com- 
munity invited in. As a direct result 
of this one activity, Mr. McNamee 
sold three electric kitchen outfits, o1 
enough to pay for his 
installation 

“My chief idea in installing the ele 
tric kitchen in my home was to pre 


almost own 


pare for the building boom, evidences 


of which are apparent on every hand 


said Mr. McNamee ‘Model home 
demonstrations are already being held 
in almost every town. Such a home 
just isn’t there without a planned 
kitchen 


The ensemble idea has taken hold 


in the kitchen, just as in women’s 
dress, living room furniture and othe: 
items of merchandise. A feminine 
shopper buys a dress and she then buys 
the accessories to match. That is the 
new idea in electric appliances, espe 
cially in outfitting new homes. This 
demands a higher type of salesman 
ship, because we have to sell the pic- 
ture that is in the back of the house- 
wife’s mind—the picture of a com 
plete kitchen. One manufacturer is 
putting out an all-electric kitchen in 
miniature to show the prospect, but 
we preferred to make an actual instal 
lation in our own home, so there will 
be no make-believe.” 

Mr. McNamee’s modernized kitchen 
includes an electric range, electric r« 
frigerator, electric dishwasher, electric 
water heater and a variety of small 
clectric appliances, including a mixer, 
«a coffee maker, a waffle iron, toaster 
ind sandwich grill. The cabinets are 
of a size to exactly fit the kitchen, 
which in addition has a modern in 
direct lighting system. 


\lso Mr. McNamee fitted up his 


home with an electric home laundry 
He reports that washing machines are 
giving kitchen appliances a merry race 
right now, even the colored 
women buying them. 


washer 





View of the front of the Fairfield Radio & Refrigerator Co. 
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J.C. McNamee of the 
Fairfield Radio & Re- 
frigerator Co., Fair- 
field, Ala., installed an 
electric kitchen in his 
own home and stepped 
up major appliance 
sales 30 per cent 





J. ©. MceNAMEE 


With all this equipment in his home, 
Mr. McNamee finds that his wife has 
turned out to be his best salesman, 
although she rarely sets foot in the 
store. She has the merchandise in 
actual use right in her own home t 
show and she occasionally invites her 
friends in for a round of bridge or 
tea. Mrs. McNamee is better than an 
Irish setter at developing leads, even 
selling one customer who lives in a 
neighboring city. 

Where a new home is being built, 
Mr. McNamee is able to show the 
customer that the expenditure for an 
all electric kitchen is reasonable. The 
installation in his home cost $1,500 
and he points out that under title 2 
of the FHA, payments on new home 
installations may be spread out over 
20 years. “An all-electric kitchen costs 
no more than a good automobile,” is 
his argument. 

“Of course we have many customers 
who are unable to make such an in- 
vestment and to them we suggest that 
they buy the appliances item by item 
with the completed picture in mind,” 
said Mr. McNamee. “We handle the 
complete line of one manufacturer, 
so that the appliances can be matched 
up, even though they are not all pur- 
chased at one time. If this idea can 
be put across, repeat business will 
result.” 

Mr. McNamee finds the local utility 
willing to work hand in hand with 
him, even furnishing a sales expert 
when needed to help close a deal. 
He, himself, has familiarized himself 
with the utility’s domestic wholesale 
rate and how it works to reduce the 
customer’s average rate where there is 
an increase in electric consumption. 

Another thing he does is keep close 
contact with the architects and con- 
tractors in his territory. The archi- 
tects can be helpful in specifying elec- 
tric kitchens and contractors can be 
interested in installing appliance en- 
sembles in houses they build for 
speculative sale. He also follows the 
list of building permits published daily 
in the newspapers and calls on the 
builders. 
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Mississippi-Missouri - U. S. 
4221 Miles Long 












Nile + Egypt 
4000 Miles Long 
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THE AMAZON, 


NO, TEACHER— 
TEACHER 


THE NILE / 
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...but the second biggest magazine 
is only half as big as the 


WORLD’S BIGGEST MAGAZINE 


| ONSIDER this fact: The American 
| Weekly has reached a record-shatter- 
| ing circulation of nearly 6,000,000 copies— 

two to one bigger than any other magazine! 


Consider these facts: In 624 of the 3,074 
| counties in the nation are all cities of 10,000 The American Weekly is the largest 
| or more population. 68% of all the country’s magazine in the world. It is distributed 
| families live in these 624 counties, where through the great Hearst Sunday News- 

81% of all retail sales are made. papers. In 627 of America’s 995 towns 
and cities of 10,000 population and over, 
The American Weekly concentrates 67% 
of its circulation. 


retailers who sell the everyday necessities and 
luxuries of life advertised in The American 
Weekly. 


What The American Weekly is 


Consider this fact: Among this 68% of the 
nation’s families in these richest buying areas 
The American Weekly concentrates 87% 
of its sales-making circulation of nearly 


6,000,000! 


Finally, consider this fact: 


In each of 174 cities, it reaches better 
than one out of every two families 


In 144 more cities, 40 to 50% of the 
families 


In an additional 134 cities, 30 to 40% 
In another 175 cities, 20 to 30% 


There is no 
single selling force 
comparable to The 
American Weekly 
in producing faster 
turnover and 
greater profits for 


. and, in addition, more than 2,000,000 
families in thousands of other communities, 
large and small, regularly buy and read 
The American Weekly. 









The 
AMERICAN 
WEEKLY 





aah 





**The National Magazine with Local Influence’’ 
NEARLY NEAREST 


6,000,000 COMPETITOR 


CIRCULATION CIRCULATION Main Office: 959 Eighth Avenue, New York City 
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DARLING! THE 
KITCHEN LOOKS 
JUST LIKE 
A MAGAZINE 
PICTURE NOW 
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YES, AND SO DOES 
EVERYTHING THAT 
COMES OUT OF 
THAT ESTATE 
BALANCED OVEN 








The ELECTRIC Range 
that has everything - - - 


the super-smart ESTATE! | 


It’s a two-way winner, this 1936 

Estate. Women set their hearts | 
on it at sight .. . salespeople get 
excited when they show it and 
talk about it. Nowonder! It’s 
super-smartly styled. It has 
balanced oven heat; single-dial 
control; other practical and ex- 
clusive operating features. Now 
in the final quarter of its 
biggest year! THE ESTATE 
STOVE Co., Hamilton, Ohio. 


Type of card used by Burgess 


Electric 





rospects from Club W omen 


Russell Gimbert of the Burgess Electric in Bluefield, 
W. Va., gets them competing with each other 
for cash" prizes and got 350 prospects in 90 days 


LUEFIELD, W. VA. is about 
like any other town when it 
comes to selling appliances. The big 
job is to dig up prospects who can 
afford to sign on the dotted line. 
Russell Gimbert, assistant sales 
manager of Burgess Electric Co. of 
that coal mining center, struck on a 
plan, began using it January 1 and 


| has been finding it unusually success- 


ful. 

In a nutshell the plan is to use the 
members of various women’s clubs to 
dig up prospects. For their efforts, 
both the individual and the club come 
in for a bit of cash. 

Russell contacts each organization 
in town through the president, giving 
her the dope on the plan. Cash awards 
are given for leads on refrigerators, 
stokers, electric ranges and hot water 
heaters. The club receives $1.00 for 
each sale materializing from a mem- 
ber’s lead. To the person turning in 
leads goes $1.00 when the first sale 
is made. If another one of her pros- 
pects decides to buy she receives $1.50. 
For the third and additional sales, 
she receives $2.00 for each. 

The organization whose members 


' turn in the largest percentage of ma- 


terializing leads by December 15, 
1936, comes in for an added bonus 
of $15.00; next club, $10.00. To the 


| individual turning in prospects who 


buy the largest dollar-volume of ap- 
pliances goes an additional $10.00. 
Only exception to any of the above 
conditions is that the sale must be 
made by the Burgess firm within 60 
days after the name has been submit- 
ted. If the prospect can’t be sold in 
that time she is no longer considered 
a “prospect” under the plan. If her 
name is turned in again at some later 
date she once more becomes an active 
prospect for another 60 days. 


OCTOBER, 


Members of each club are given 
cards on which to jot down the names 
of prospects. The card also carries 
other information including the ap- 
pliance wanted ; where prospect works ; 
when usually home and an estimate of 
when the prospect might buy. This 
information gives the Burgess organi- 
zation some valuable data for future 
work. 

When Russell Gimbert receives a 
prospect card he writes a letter to 
both the person turning in the lead 
and the president of the group telling 
that they’re “great stuff” and so forth 
—in other words a bit of flattery con- 
cerning this new activity has an unu- 
sual effect. 


400 Women Represented 


Within the city limits and in near- 
by towns there are 60 such clubs and 
each has been contacted by Mr. Gim- 
bert. Thrown together the clubs 
represent upwards from 400 women. 
For the moment, disregarding the 
immediate gains to spring from the 
plan it is obvious that the Burgess 
Electric Co. will create much good 
will through this activity. The women 
are given a chance to make a few 
dollars for themselves as well as bene- 
fitting the club. If none of them 
brought in a prospect, at least these 
400 Bluefield women have learned the 
name of the Burgess Electric Co. and 
the lines handled by the firm. 

From the inauguration of the plan 
in January up to the end of March, 
350 names were turned in by the oi- 
ganizations. Of these 50 represent 
stoker prospects, the majority, thougn, 
are refrigerator leads. From this pros- 
pect source 16 sales had been made by 
the middle of March. Of this number, 
10 were entirely new to the Burgess 
prospect files. 
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SAFE and sane, nationally known and thoroughly 
A reliable time payment plan, is a vital asset to 
the manufacturers, distributors and retailersof many 
products that are today considered indispensables in 
the lives of American families, 

Most of the automobiles, radios, domestic heating 
equipment, refrigerators, air conditioning equipment 
and other modern appliances for the home are 
bought “‘on time’’, 

Commercial Credit Company’s time-payment plan 


requires no “‘selling’’ on the part of the dealer. It is 


the official plan of many leading American manu- 


facturers. Its liberal conditions are highly favorable 
to dealers. Its reputable name, nationally advertised 
for years, assures the confidence of the buyer and is 


a distinct aid in closing sales. 


More than 170 offices in principal cities of the United 
States and Canada provide speedy and accurate 


credit investigation and prompt remittance. 


For full details of Commercial Credit financing plans, 


write or phone headquarters or any branch office. 


COMMERCIAL CREDIT COMPANY 


COMMERCIAL BANKERS E 
CONSOLIDATED CAPITAL |“ 


FINANCING SERVICE FOR MANUFACTURERS, DISTRIBUTORS AND DEALERS 





HEADQUARTERS: BALTIMORE 
AND SURPLUS $49,000,000 





THROUGH 170 OFFICES IN THE UNITED STATES AND CANADA 
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spell the family name. When it 
<1 that everything else had failed 
sale on the spot, a facility 
turned the 


ciose the 


tor remembering names 


ick. Mrs. Cindrick’s memory for 
nes works all of the time and it 
eeps on making sales. 
This man and wife partnership in 


the electric appliance field has worked 
have been rewarded 
with security and prestige. The day 
for both of them 
He goes out to keep appointments. She 
remains in 
to prospects. 
When the day’s demonstrations are 
over, she goes to her office and spends 
several hours on the books. He leaves 
the office or his apartment to visit at 
public gathering places, where op- 


out so well they 
begins at 9 o'clock 


the store to demonstrate 


portunities exist to meet new people. 
It may be a gymnasium, the neighbor- 
hood merchant’s association, a benefit 
a civic meeting or a bowling 


aftatr, 
alley 


Mrs. John Cindrick (cen- 
ter) has been demonstrat- 
ing and she is joined by 
her husband. In the formal 
introduction that follows, 
the Cindricks learn the 
name of the prospect. This 
prospect, Mrs. Wm. Pra- 
sek, bought a refrigerator 
and took delivery on the 
day this picture was shot. 





B. 
Dospo™ same: 


A principle that has paid dividends to Mr. and Mrs. 


John Cindrick, the man-and-wife partnership of 
the Show Boat Radio Stores, St. Louis. 


By Howard Barman 


To return to the subject of getting 


names of prospective buyers. A man 
or woman enters the door and Mrs. 
Cindrick walks to the front to greet 
the caller. 


“I’m Mrs. Cindrick,” she will say. 
In response to the friendly greeting 


the caller, many times, will give -his 
or her name. Some, however, do not. 


If Mr. Cindrick is on the floor he will 
join his wife and the prospect. “This 
is my husband, Mr. Cindrick,” she will 


7” 


say. “And your name is f 











The Show Boat that is “always on the go." Delivering refrigerators, 


taking 


school children to picnics or showing up in a parade. 


OCTOBER, 


Mine 


is the general reply of the 


“Oh yes, glad to know you 
2. tien 
prospect. 

The next move is to identify the 
man or woman who gave only the 
surname. “Do you live on Arsenal 
street?” is one type of adroit question- 
ing used. “No, I live on Park avenue,” 
the caller shoots back. If his name is 
Schmidt and he lives on Park avenue, 
you have a good identification of you 
caller. The prospect’s occupation may 
come out during the demonstration 
and this will further help to identify 
him when the city directory is con 
sulted. 

If Mr. Cindrick is not on the floo 
and Mrs. Cindrick failed to get the 
prospect's name while demonstrating 
she will walk to the door and note the 
automobile license number. She con 
sults the car owner’s directory, learns 
the name and address of the calle 
and gives it to her husband : 

“How did you get my name?” ask 
the surprised housewife when M1 
Cindrick thanks her for “being kin 
enough to call at our store.” She wil 
add: “I didn’t give it to the 
woman.” 

“She gave me this name and addres 
and asked that I make a call,” Joh 

(Please turn to next page) 


sales 
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A MODEL SALES SET-UP 


TRIBUTE, Model No. 8BOo. New 


“numeral” clock. Walnut case, orna- 


ment overlays in light 
maple, 8 in. wide. Retail $12.50 





EMBASSY, Model No. 4F67. French 


easel type. gold-finished bezel. 444 in. 


IRIS, Model No. 


etched 








Gone, ry oboe fe ‘F363. Molded 

Hack, ivory color ‘ont 

(BK Retail . . $ 3. 75 

With ivory molded case, gun-metal 

front. $4.25. ConsTasLe, > fe No. 

CF769. Wirnm atarm, ivory, $5.25. 
Black, $4.75. 


hour ahew, black 
case. Retail 


TELECHRON SALES ARE BREAKING ALL RECORDS 


@ It just had to happen! New designs 
created by Walter Dorwin Teague, 
Jacques Martial and other famous de- 
signers, have made the Telechron line 
this fall the most complete ever offered. 
There are many salable models for every 
room in the home. Many novel and ex- 
clusive sales features have been added. 
All are popularly priced to produce larger 


NATIONAL 
ADVERTISING 


A series of selling advertisements 
in The Saturday Evening Post, 
Time, and House & Garden— 
reaching a grand climax with the 
smashing FOUR-COLOR PAGE in 
The Saturday Evening Post of 
December 5. Over FOURTEEN MIL- 
LION Telechron advertisements 
this fall alone—capitalizing mil- 
lions of advertisements in prior 
years. It’s co-operation without 
precedent in this industry. 


ALL KINDS OF SALES 


Again this fall, Telechron dealers are of- 
fered the brightest array of sales helps 
that modern merchandising talent can 
produce! Every piece is carefully planned 
to get results. New display material, 
colorful circulars, booklets, catalogs, ete. 
No practical sales help has been over- 


WARREN TELECHRON COMPANY, Ashland, Massachusetts 
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CASINO, Model No. 


amber glass cases with ae finish, 
Molded ivory color base. 


67% in. high. Retail 





3F65. Blue or rose 
glass cases with mirror finish. Satin New “banjo” clock, 24% in. high. 
silver-finished numeral band with gold color center 


sumerals, nia in. numeral band. 4% in. high. 
high. Retail . eee $6.75 Retail . . “ er ae $5.95 


CLARION, Model No. 7F03. New 24- 


Turusn, No. 7F03-L. Radium-treated 

numerals and hands. Retail, $7.50. 

Risewe tr, No. 7F03-K. Electric illumi- 
nated translucent dial, $8.50. 





FOR Selechron DEALERS THIS FALL! 











4F71. Blue or 


GRACEWOOD, Model No. 4F05. 
Brown mahogany case with cherry 


base. 4}4-in. metal dial. $8.95 


14% im. wide. Retail . 


ADVISOR, Model No. 8F51. Kitchen 
“reminder” clock. Alarm can be set in 
5-minute intervals up to 3% hours! 


Molded black plastic case, * $4.95 


456 in. high. Retail 


TRAYMORE, Model No. 4F69. Brown 
mahogany case with black molded 
base. 4%-in. metal dial. 6% in. high. 
7% in. wide. 2% in. ay $ 

DO ss «4 «6 * 


$7.95 8.50 





MEADOWLARK, Model No. 7F73. BARON, Model No. 8B07. New “nu- 
New alarm clock with brown mahogany meral” clock. Molded black or mottled 
Brown mahogany case with colored or cherry cases. Light cream enameled brown plastic cases. Maroon trim for 


om pa a ee $14.50 Hg to. — hari $6.95 black case. Ivory a for $8. 95 


brown case. Retail . 


SWARTINONE, Model No. 2F81. 
dial and colored 


Ra aR, 





KITCHENGUIDE, Model No. 2F03. 
Wall model for kitchen or bathroom. 
Molded plastic with Nicral bezel. In 


green, antique ivory, rene $4, 95 


black or red. Retail 


SPARKLER, Model No. 7F71-L. New 

ew —_ Wiolded $5, nu- 

merals and hands. Molde 

black case, No. 7F71-LB $5.95 

Molded ivory, ne TF7 . -LI, $6. 50. 

Genpaame, No. 7F71. Plain dial. Black, 
$4.95. Ivory, $5.50. 


ORGANIZER, Model No. 8B53. New 
“household timer,” espec: vially for radio 
programs, like “Controlla.” Plastic, 
walnut color case, 634 in. 

high. Retail . — $9.95 


uote: 


molded § 6.50 





Shown above are only a few of the current 
Telechron models. See your Telechron Dis- 
tributor now for details on the complete line. 











sales and more rapid turnover. Large in- 
vestments in inventory are not nec essary. 
Dealer margins are liberal. Advertising 
support and dealer co-operation are with- 
out equal. All are backed by the famous 
Telechron Trade-Mark and Guarantee. 
Sell genuine Telechron Electric Clocks 
this fall! The opportunity never was bet- 
ter. You can’t miss! 


es Send this coupon to your distributor 


7o_ 






(Name of your Telechron distributor) 











GENTLEMEN: Please enter our order for the following 
clocks. Also free advertising material, and send me “The 
Telechronicle” regularly. 






evcccoed Consort...........Model 2F01 
suves@ed Kitchenguide.... oe — 
















evccccce Traymore......... 
oesesece Casino............-Model 4F71.............--Color.......- 
Seveeund CRastemc «occ ccccece 
Risewell. 


svescons oe. Terr 

ALARM CLOCK DISPLAY 

KITC HEN CLOCK DISPLAY 
“LUXOR” pipet = as CARDS 

FREE CIRCULA 

.-No, 682 alarms 

No. 683 kitchen models 

No. 684 specialty models (Check circulars and 

TTT TTy No. 685 higher priced models quantity desired) 

o00c06ee No. 676 commercial models 

pmeeneve No. 686 general consumer catalog 






HELPS 


looked. See your Authorized Telechron 
Distributor at once for all important de- 
tails—and be sure you receive “The 
Telechronicle” regularly—the magazine 
that supplies stele and-proved merchan- 
dising ideas for wide-awake clock dealers. 
The coupon makes it easy. Act NOW!!! 
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@ The best friend of the candle trust 
is the disease Corditis—the affliction 
of electrical appliances. 

In fact, Corditis heads the anti- 
modern movement in the whole 
electrical industry. It strikes the 
vacuum cleaner and sends us back 
to brooms. It attacks the heater, and 
we must resort to wood fires in the 
grate. In fact, it tends to recreate 
all the bad features of the “good 
old days.” 

When the country really wants to 
go electrical, why let the cords on 
the appliances you sell hold it back? 
Belden Corditis-free Electrical Cords 

don’t increase the over-all cost 
of manufacture. Specify them on 
your next order. Don’t let your 
customers go old fashioned be- 
cause of Corditis. 


Belden Manufacturing Company 
4663 W. Van Buren St., Chicago 
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Remember The 


Prospect’s Name 


— CONTINUED FROM PAGE 20—— 


Cindrick says. And this follow-up 
method has resulted in countless sales 
which might not have been made if it 
were not for the Cindrick policy of 
ferreting out names. 

“I usually leave enough margin, if 
a trade-in is involved, for my husband 
to increase the allowance,” says 
Mrs. Cindrick. “I'll say, ‘Mr. Cin- 
drick may be able to give you a little 
better allowance. Won't you give me 
your name and address that he might 
call upon you.’ It often works. I 
treasure names in this work of selling.” 

A consistent effort to get people’s 
names, file them away and remember 
the names when you see their owners 


| is a cardinal principle used daily by 


Mrs. Cindrick. 

“People like to be called by their 
rightful names,” said this up and 
going saleswoman. “They think it is 
fine that you remembered their name 
from the time of their last visit or that 
you found it out without their help. 
They warm up to you. It seems flat- 
tering to them.” 

In order to get people to come into 
their store and see their merchandise, 


| the Cindricks decided they needed a 
| short name for the store, one easy to 


remember. They picked the name, 


| “Show Boat.” And to associate some- 


thing tangible with the name, a large 
boat was built, painted red, white and 
blue and mounted upon an automobile 
chassis. 

The Show Boat with its advertising 
announcements is “on the go,” all 
of the time. School children are taken 
to picnics, entertained with music on 
the trip and novelties which have a 
picture of the Show Boat are given 
to the children. And in turn the 
parents hear about the generosity of 
the Show Boat store in transporting 
their children free to a picnic grove. 
More sales. 

On special occasions, the Show 
Boat’s chauffeur and his assistant are 
dressed in a blue coat, white trousers 
and white cap. The boat appears in 
public parades. It is used to pick up 
and deliver refrigerators and ranges. 
It attracts attention when a residential 
delivery is made. 

A picture of the Show Boat appears 
on all forms of advertising—posters, 
business cards, stationery and news- 
papers. 

The personal side of the electric 
appliance business is projected into 
the picture when the proper occasion 
presents itself. 

“Ever so often in going over the 
newspapers,” says Mrs. Cindrick, “I 
find one of our customers or a mem- 
ber of their family have passed on. 
I write a note of sympathy. And in 
different ways they have expressed 
their appreciation.” 

She sees to it that her husband’s 
wardrobe is always in good condition, 
no matter how busy she may be. “I 
want him to appear neat,” she says. 
“For myself I wouldn’t be interested 
in listening to anyone who didn’t make 
a nice appearance. It’s a reflection 
upon the wife if her husband’s suit 
isn’t pressed and his shirts fresh and 
clean.” 
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John Cindrick adheres to certain 
business policies. If he learns that a 
certain make of an electric appliance 
is going to be advanced in price, he 
makes a quantity purchase. When he 
heard that a certain make of refrig- 
erator was going to be advanced in 
April of this year for an average of 
$10 a unit, he bought 32 of them. 
When demand is catching up with sup- 
ply, he buys as many as he thinks he’ll 
need for the peak season and while 
other dealers are bemoaning the fact 
they can’t supply their customers, 
John Cindrick makes prompt deliv- 
eries. 

Annual quotas should be broken 
and not merely realized, is a maxim of 
the Cindricks. The Brown Supply 
Co., an old established electric appli- 
ance distributing house, gave the 
Show Boat store a quota of 100 Gru- 
now refrigerators in 1935. They sold 
158 in addition to refrigerators of 
other lines. The distributor made the 
1936 quota 150. The Cindricks have 
increased it to 200 refrigerators. They 
do all of the selling. 

If both are on the floor, one will 
help the other in closing a sale. They 
are business-like in their relations on 
the floor. It is “Mr. Cindrick,” or 
“Mrs. Cindrick.” The forte of the 
former is a natural friendliness for 
others and a good nature. With the 
latter, a knack for remembering 
names and a genuine interest in hu- 
man nature. 

“T like for people to talk to me when 
demonstrating,” said Mrs. Cindrick. 
“T’ll do everything I think of to get 
them to talk. I turn listener. It’s 
easier to sell when the prospect talks.” 














Photo— 
Courtesy Con- 
sol. Edison Co. 
Set up a 
Unipart Model 
of your prospect’s 
kitchen for quick visual 
inspection. (Scale 34” = 1’). 
Unipart Kitchen Planning Set 
KF containing wall units and 70 
scale mcdels of kitchen equipment, 
in attractive carrying case (weight 
14 lbs.) $38.—fob NYC. 
























WHAT'S THE COST OF 






NOT SELLING STOKERS? 
1. The Seasonal Profit. Right : 


Now—while Stoker selling is at its peak 
—other major lines have tapered off. 
But “Old Man Overhead” goes right on. 
And with that same expense the Whiting 
stoker setup can keep your sales at the 
peak right through the fall. 





2. The Profit of Prestige. Sales 
of Stokers are running nearly 100% 
greater than last year. In 1935 they 
were 709% ahead of the year before. At 
that rate it can’t be long before coal 
burners will be one of the largest selling 





home appliances. Who will Mr. John \\\\ 
Citizen think of when he wants a Stoker - 


\ 
—the dealer who has pushed stokers for \ 

\\ 
. 


years or the late-comers into the field? \ 
The early bird will have the name—the fame—the prestige that pays the \ 


\\ biggest profits. 
\ 3. The Immediate Dollar Profit. The small dealer who now sells 


a only one Whiting Stoker a week grosses $5,000 a year. What’s his invest- 


\ ment? A floor model or two—commissions if he’s bigger than a one-man 
- concern—and whatever he cares to invest in his own advertising. Bigger 
. dealers can multiply those figures by the size of their market and organization. 


These profits are being made now. All you need is the Whiting setup. 







Why Whiting? 


Because Whiting is the Profit Pioneer of the 
Stoker industry—First to see the big home 
market for coal burners—First with a Stoker 
and domestic appliance setup that “clicked” 
—First with a policy of exclusive local dis- 
tributors and local dealer co-operation. Whit- 
ing has been 17 years in the coal burning 
equipment field. It has the experience, manu- 
facturing facilities and financial strength re- 
quired for the foundation of a permanently 
profitable connection. 








- 





Underfeed Stoker Division, WHITING CORPORATION 
15606 S. Halsted St., Harvey, Ill. 


H. P. LUHN & ASSOCIATES “ PPV MCCANN cietaliuticevienwne ceeindewhetes 
I a at ke wy eg ala AE lel rik Ai Del ww ee 6 AW se Re CRO Seale 
2 Stone St., New York ere rrr tae eee ee eee a ere 
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it's a cotton bale—and Roy E. Steuber 
gives one away to every store visitor. 


—— way out of Little Rock, 
L Ark., you can see signs directing 
you to 555 Incorporated for a souvenir. 
he copy suggests that one should 
visit the world’s largest service station. 

It doesn’t sound logical, I know, but 
as you roll across the Arkansas River 
bridge, before you looms a huge four 
tory building that houses these ac- 
tivities : 

Radios 

Kelvinator refrigerators 
Restaurant 

Dance hall 

Wholesale and retail 


; 


1utomotive 
parts 
Automobile repair 


Tires, gasoline and oil 


We have given away about 10,000 
»t these small cotton-bale souvenirs,” 
boasts Roy E. Steuber, president of the 
concern directly 
related to radios or refrigerators but, 
nevertheless, they get under the human 


hide. One of the most effective stunts 


“They may not be 


we have ever pulled was to advertise 


Id radios to trade for anything 
Farmers brought in apples, sweet pota- 
toes, honey, a typewriter and even an 
electric clock was turned in on an old 
battery set. The point was to get them 
in the store, you see.” 


Frank Burke, is the sales manager 
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for refrigerators and radio for the firm. 
Carrying Kelvinators, RCA, and 
Zenith radios, the firm works a group 
of salesmen on a straight commission 
basis. Three dollars is paid for a tip 
on a new prospect, and from $10 to 
$50 allowed on an old refrigerator to 
get a sale. Around 25 per cent is al- 
lowed on radio trade-ins. 

“You have to make a trade-in to get 
a radio deal these days,” says Mr. 
Burke. “We admit we have to allow 
too much to make any money as our 
average sale is only $75.” 

The house is against free service as 
idvertised on refrigerators, feeling it 
leaves the retailer to hold the bag. Mr. 
Burke declares that the sealed unit 
refrigerator holds the- future of re- 
frigeration for the small dealer. One 
can pull a sealed unit easily and thus 
give satisfaction. 

The firm, 555 Incorporated, was 
started as a tire store in 1917. It grad- 
ually grew into a motorist’s depart- 
ment store and electrical refrigerators 
and radio were a natural take-on to 
keep the automotive salesmen busy. 

“Refrigeration and automobiles are 
a natural hookup in Arkansas,” Mr. 
Steuber says. “The C. W. Matfield 
Company in Batesville, Ark., an auto- 
mobile firm, has sold 90 per cent of all 
the refrigerators in the town.” 


Souvenirs 
Catch Customers 


World's largest service station has 


new twist 





for refrigerator selling 














Salesmanager 





Frank Burke, turns for a fresh argument. 








TIRES 

















Believe it or not, here’s the world’s largest service station, and it’s in 


Little Rock, Ark. 
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DEPENDABLE 


WOOD BEARINGS 


Centuries of experience— beginning with the ancient 
water wheel and culminating in the engineering skill 
that created the S. S. Queen Mary—have proved that 
wherever metal shafts revolve in contact with water, wood 
bearings give the most satisfactory service. 


During a period of more than fifty years, Lovell has 
experimented with bearings of every type and substance. 
And for dependable performance and long life without 
oiling, nothing has yet been found to equal Lovell’s 
bearings of selected hard wood. When Lovell finds a 
better material, it will be used. 


Lovell self-lubricating bearings are impregnated to the 
core with a non-flowing, colorless lubricant that cannot 














All bearings used in Lovell Wringers are mad 
of selected hard wood and are self-lubricating 
Lower bearings are self-aligning and are tapered 1 
prevent water from working out at end of shaf 


soil clothes—a lubricant, especially compounded by 
Lovell, that endures for the lifetime of the bearings. 


Lovell bearings (made in Lovell’s own plant) will with- 
stand the greatest pressures without producing frictional 
noise of any sort. Made of wood—they cannot rust. Self- 
aligning—they wear evenly. And they are placed in the 
wringer frame in such a manner that re-assembly is a 
matter of only a few minutes. 


THE LOVELL MANUFACTURING COMPANY 
ERIE, PENNSYLVANIA 

















On The Firing Line 
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LACROSSE, WISC. 


The Marx brothers, N. P. and E. A., of Marx Music 
& Appliance Co., La Crosse, Wis., stand on either side 
of the refrigerator “dope sheet”. At the beginning of 
As refrigerators 
came in, jotted down on each square was the model and good. 
serial number. When it Is sold a colored star is pasted 
on to show who made the sale, also to whom and when. 
Up to the end of July this firm had sold 300 per cent 
more refrigerators than last year. To do a similar job 
on radios will be tough, for last season they sold more 


the season this was a blank board. 


than 600 radios. 





KNOXVILLE, TENN. 


Whether it be five gallons of gas, an 
eight tube radio or an oil change, H. 
L. Brantley and his associates will 
take care of you. Mr. Brantley has 
been known to Knoxville car owners 
for years and to those people he sold 
radios as early as 1920. He took on 
Norge refrigerators in 1930, washers 
and ranges some time later. His firm 
was the first to handle Philco in that 
city and has done a great job ever 
since. 
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DULUTH, MINN. 


’Tis true that Duluth, Minn., has a 
few Irishmen and John L. Fitzpatrick 
is one of them. John sells for the 
H. L. Nordal Co. there and is really 
He advocates that prospects 
want to know what makes a radio, 
range or any appliance work. He 
knows, he tells them and has been 
successful at it. 














HUNTINGTON, W. VA. 


E. H. Dieh! began selling appliances three or four years ago, did well 
and today there are 30 employees working for the E. H. Diehl Co.,, 
Huntington, W. Va. From left to right, A. V. Boltz, sales; E. H. Diehl 
and his son (on the range); W. R. Hoke, sales; L. G. McClure, sales 
manager; V. L. Mickey, radio service manager; Tennyson Bias, sales; 
Mrs. Mary Krowberger, home economist; Bernard Mickey, service man 
and Miss Margaret Campbell, home economist, Charleston (W. Va.) 
Electrical Supply Co. The day this was taken, Miss Campbell was 
giving the sales force some real information on various appliances. 
Home economist, Mrs. Krowberger, has been very helpful in demon- 
strating for prospective buyers. She also visits users of major appli- 


ances to ascertain that Mrs. Housewife knows how to operate her 
purchase. 





CINCINNATI, O. 


“We'll find out,” said A. Furer and his partner M. L. 
Herrle, owners of the New Era Sales Co., Cincinnati. 
So the store they actively manage depends solely on 
floor traffic and old customers. 
used by a crew of 12 house-to-house salesmen. 
handle the same lines, but the outside salesmen de- 
pend entirely on cold canvassing. So far the partners 
have done the largest business, shown the best profit. 
(Too early for conclusions as the sales crew has only 
been at it a year.) 


An adjoining space is 
Both 





KNOXVILLE, TENN. 


All eyes and ears is this Knoxville 
gal while Salesman P. H. Quillen of .- 
H. L. Brantley & Co., thoroughly 
expounds the virtues of his sleek re- 
frigerator. Mr. Quillen formerly oper- 
ated his own dealer organization in 
Bulls Gap, Tenn., before joining up 
with Mr. Brantley. The owner of the 
business himself may be seen in the 
picture at the extreme left of this 
page. He is keeping a watchful eye 
on his first love—the gas and oil and 
car business. 
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WEST ALLIS, WIS. 


In September of '35 the Advanced Electric Co., West 
Allis, Wis., opened its doors under the direction of this 
clicking trio. Willard Krueger, left, heads the wiring 
end, Lawrence Lang, has charge of the books and in- 
side work and the president, Joe Grabb, is responsible 
for appliance sales. Starting from scratch, today they 
are highly regarded. As evidence from the first of the 
year to the time they were counted, they were second 
among Milwaukee county dealers in range sales. 





CHARLESTON, S. C. 


The big boy on the left, W. M. Bradley Jr., salesman 
for Quattlebaum Electric Co., Charleston, S. C., had 
a good refrigerator lead at a nearby army post, Fort 


Moultrie. Instead of just going out there with an order 


book he loaded three refrigerators on the truck, drove 
out, sold the one he expected, made a few more contacts 
and returned home that night with the truck empty. 
More and more dealers are using this direct demon- 
stration method to sell appliances. Some have elaborate 
demonstration trucks built for the purpose but others 
load up delivery trucks and accomplish the same pur- 
pose. The main thing is that the customer sees the 
goods. 








SHEBOYGAN, WIS. 


Refrigerator saturation in Sheboy- 
gan, Wis., at the begininng of the 
season was 16 per cent compared to 
the national average of 34 per cent. 
L. L. Perry of the Wisconsin Power & 
Light Company was named chairman 
of the Sheboygan Electrical Refrigera- 
tion Bureau to right this condition. 
Tieing in on the promotional activity 
which lasted until the end of August 
were 14 dealers and 10 distributors. 


CLARKSBURG, W. VA. 


Ask questions, Fair One, look and 
listen, but don’t request Mr. Keyes to 
sent out a demonstrator. C. C. Keyes, 
owner of the C. C. Keyes organization 
in Clarksburg, W. Va., doesn’t see the 
point of having four or five washers 
competing in a prospect’s home, for 
his theory is that even the flimsiest 
of washers will do a job when new. 
He and his five salesmen stress the 
point that only certain washers have 
fine reputations and have long proved 
their worth. 
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CHATTANOOGA, TENN. 


An old timer in Tennessee refrigeration circles is J. D. 
Dietz (left) owner of the Dietz Refrigeration Co., 
Chattanooga. With him is K. H. Sollmann, sales for 
East Tennessee Electric Co., Knoxville distributors. 

Mr. Dietz was the fellow who installed the first elec- 
tric refrigerator in Chattanooga. Has been interested 
in the business ever since, last year opened a refriger- 
ator service shop, this March added more room and a 
full line of major appliances. He’s handling Kelvinator 
domestic and commercial refrigerators, L. & H. ranges 
and water heaters and Easy washers. 








RALEIGH, N. C. 


Since 1931 the boys at Montfort Plumbing & Heating 
Co., Raleigh, N. C., have been selling electrical appli- 
ances in addition to doing Mrs. Jones’ plumbing. Today 
they comprise one of the leading major appliance out- 
fits In the city. At the left stands R. L. Rollison, 
service man; then T. H. Elliott Jr., sales; W. E. Nance, 
office manager; the chief himself, J. B. Montfort, 
senior, C. N. Reavis. Every type of business may be 
found selling appliances in these days. But the ones 
that have been uniformly successful are the ones which 
depended on specialty selling and specialty men to do 
the job. This is one such group. 





Appliance Dealers and Salesmen Personalities 


By A. 
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THE SATURDAY EVENING POST 


EVERYBODY KNOWS— 


The gentlest way, the clothes 
saving way, is by hand. . . 


The fastest way to wash is 
with a machine .... 





“*X-Ray” view gentle hand action 


Combines Both 


hand gentleness with 
machine speed in the 
new Thor Gentle 


Hand Washer 


One look in the tub tells the story. You'll 
understand the difference instantly 


@ For years, washing machines, originally 
built to wash only cottons and linens and 
woolens, have all, regardless of price, used 
the same washing principle —beating the 
clothes with a moving agitator. 


Now Thor, and Thor alone, offers you a 
washing machine built for the modern 
wash—washing silks and rayons as well as 
linens and blankets and overalls. 


This remarkable modern washer cleans 
by floating dirt out with water and suds 
—no beating or abrasion or undue 
clothes wear. It’s fast as the fastest—gentle 
as the gentlest—makes clothes clean as the 
cleanest, and handles all the family wash. 


Authorized Thor dealers, and only Thor 
dealers, have the Gentle Hand Washers. 
They are not available elsewhere. 


NOTE: Thor also makes large size cylinder 
washers and special capacity ironers, for 
large homes and small institutions. 

HURLEY MACHINE COMPANY « CHICAGO 


Vee. 


ZL FOLD-A-WAY IRONER 


—takes up no more space 
than a kitchen chair. 
Folds away into a hand- 
some white cabinet. 


Do your ironing sitting 
down—with ease as well 
as comfort—and in far 





EI oad it 


OCTOBER, 1936—ELECTRICAL MERCHANDISING 











| Thank lou- 
Thus Deules 


OU certainly made our job of launching the sen- 
sational Thor GENTLE HAND Washer (with the 
exclusive Thor Wringer) and the FOLD-A-WAY 
4 


lroner mighty easy. 


Solely because of these new and exclusive products 
we have had one of our best years so far and look 
for even greater results in 1937. 


It was high time to offer dealers something differ- 
ent—something better—something that eliminated 
price competition completely. 


And, the beautiful part of the whole picture is 
that women are so enthusiastic after they use their 
Gentle Hand that they call in the neighbors—(and 
the neighbors buy too). 


Gentle Hand and Fold-a-Way have not only re- 
moved for you the bugaboo of cheap price com- 
petition—the ‘‘same thing for less’’ evil—but they 
make boosters when they enter the customer’s home. 


Now we’re starting a real consumer promotion— 
the first gun of the national magazine full page 
campaign is reproduced opposite. 


Newspapers—radio—every productive advertising 
media is carrying the Gentle Hand message in ever 
increasing volume to the women of America. 


We have a national prize contest for your retail 
salesman—a contest with automatic rewards and 
no disappointments. 


Thanks again. 


It surely pays to handle a line with really out- 
standing and exclusive selling features. 


é 


HURLEY MACHINE COMPANY, CHICAGO 





PRESIDENT 


E. N. Hurley, Jr., Pres. 
HURLEY MACHINE CO. 


WE HAVE A FEW FRANCHISES 54th Ave. & Cermak Road, Chicago, Ill. 
AVAILABLE FOR THE RIGHT KIND — 
OF DEALERS... Use the Coupon Address 


City 
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Front Porch Campaign 


One in Three 
Repair Customers 
Can be Sold New 

Machines, Harris of 


Oklahoma City, Declares 

















ITH coca cola bottles popping 

on candidate Landon’s veranda 

and memories of McKinley’s 
and Harding’s front porch campaigns 
still verdant, it may not be amiss to 
trot out the career of another front 
porch campaigner, J. C. Harris. 

Up at 1109 N. Hudson Street in 
Oklahoma City, J. C. Harris is ready 
to repair, horse trade or seil you a 
brand new appliance. Living in a resi- 
dence that is passed by Oklalioma City 
busses he has all the advantage of dis 
play, and pockets $50 a month rent 
that once went for a store 

His front yard is a parking place for 
appliances which have seen their best 
days. To give you some idea of the 
second hand market in Oklahoma City, 
listen to the following: 


He pays: Sells for: 
Washers, $5 for jelopies, 4 
years old or more..... $10 


Washers, spinners, or agi- 
tators in good condition, 


$15 to $20 top........ $30 to $40 
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Cleaners—for old suction 

types $1.50. For Hoov- 

ers, Premiers, 5 to 6 

years old, $10........ $2 to $20 
For refrigerators, $12.50 

gE SE a eee $25 to $60 


“We put from $2 to $4 worth of 
parts in a washer before we sell it,” 
states Mr. Harris. “On a vacuum 


Pete Pennell's handy 
fingers demonstrate 
how easy it is to re- 
new vacuum cleaner 
brushes. 


Bus passengers see 
the front yard dis- 


month rent is saved. 








Opportunity knocked for J.C. 
Harris in a repair department. 


cleaner we will spend 30c. for a new 
bag, 40c. for a cord, and 20c. on 
brushes, about $1 for parts. On re- 
frigerators we sell the oldest models on 
an ‘as is’ basis. The price of parts is 
too high to permit us to do much work. 
On the machines for which we pay $30 
to $40, we don’t have to replace many 
items.” 

One of the unusual sights in the 
Harris repair shop is the replacing of 
brushes in vacuum cleaners, a task that 
is very easy and yet rarely done in ap- 
pliance departments. 

The Harris Repair Shop spends 
most of its energies in selling over- 
hauls of washers. The price for doing 
this is $5 to $10. Two men canvass 
for repair work and get a 25 per cent 
commission on what they bring in. Mr. 
Harris is quite frank in telling the 
customer the value of his old machine 
when he looks it over. He makes it 
clear to him that the life, even with 
rebuilding will only be from 5 to 8 
years. After the work is done or be- 
fore, he very often suggests that he 
trade it in. Surprising enough, one 
out of three people buying repair jobs, 
turn in their old appliance. 

Incidentally, most of the electrical 
refrigerators coming in for repairs 
average around six years of age. Mr. 
Harris believes that a purchaser can 
expect 15 years out of an electric re- 
frigerator. 

On sales, the house gets from $5 to 
$10 down and has found $5 a month a 
popular payment plan. Nearly 75 per 
cent of their orders are on time. 

J. C. Harris was formerly a Premier 
vacuum cleaner salesman and at one 
time made a record by selling 24 
vacuum cleaners in five days. He is 
assisted by Mrs. Harris in his shop. 
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ANY SPEED DESIRED 
STEADY... FULL POWER 
AT ALL SPEEDS... 


controlled by this 
single switch 


Lay 


HAN 
’ 


BEATERS EASILY REMOVED 
IN ONE PIECE for Cleaning 


| Ton ry’ ACH < 


PORTABLE 
JUST SLIDE IT OFF! 
Nothing to release! 


BOWL CONTROL 


SHIFTS BOWL SO BEATERS ARE 
IN ANY POSITION DESIRED 


INSURES THOROUGH 
MIXING 


AN EXCLUSIVE FEATURE 


HAS ALL THESE 


Here it is—a food mixer with absolute speed control at any speed 
—not approximate, but the exact speed needed for each recipe— 
with steady, full power at every speed. Added to all the other 
Hamilton Beach features it gives a clinching closer against all 
competition—a new standard of mixer performance that creates 
new mixer customers. 

Ask your prospect to lift the motor off the stand—let her get 
the feel of plentiful power under perfect control—all speeds from 
“off” to high with the single-button control right under her 
thumb. 

Point out the other features—double guarded beaters in one 
unit; bowl control that assures thorough mixing; radio interfer- 
ence eliminator; juice extractor and many other practical labor- 
saving attachments. (The same attachments that were sold 


THE new Model "D” 


HAMILTON BEAC 








FOOD 
MIXER 


SALES FEATURES 





with Models “B” and “C” fit the new Model “D.”) Retailing 
for only $19.90 (Western $20.90) the Model “D” is an excep- 
tional value that your customers will appreciate. 

Hamilton Beach dealer helps are better than ever—new window 
and counter displays—effective folders for mailing or store dis- 
tribution—mats for your local newspaper ads—all backed up 
by more than 27,000,000 advertisements in The Saturday Even- 
ing Post, Good Housekeeping, Better Homes & Gardens, Amer- 
ican Home, Woman's Home Companion and American 
Magazine. 

Get behind the food mixer that gives you real selling features— 
effective sales helps—liberal discounts—and a profit-protecting 
policy. Order the new Model “D” from your Jobber’s Sales- 


man—write us direct for free dealer helps. 


HAMILTON BEACH COMPANY, RACINE, WISCONSIN 
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Every Premier Dealer Gets the Benefit 


Premier advertising is actually /ocal ad- oe 
vertising. For almost everybody ...even c . 
in the smallest communities...reads one gor? 
or more of these five great magazines cS 


REMIER backs its dealers with adver- 
tising that se//s... that is built around 
a real merchandising idea...that wakes 
prospects up and makes them want new 
vacuum cleaners. And want Premiers—in 
particular 
“Double value” is the keynote of the cam- 
paign now being put behind Premier dealers. 
The advertising shows how Premier's Vibra 
Sweep Brush with its double row of bristles 
gives double-quick action .. . how Premier's 
powerful motor produces double suction. It 
tells prospects plainly and truthfully that any 
model in the complete line of Premier cleaners 
gives them double results—double value for 
their time and money. 
That's what customers want. It’s more than 
they can expect (or get) from ordinary cleaners. 


But Premier's exclusive features make our 


statements realities—not simply idle claims. 

Five of America’s greatest magazines carry 
the Premier message. Magazines your cus- 
tomers read—that influence them to buy. And 
right now this advertising is helping thou- 
sands of Premier dealers make fine profits 
on all Premier models. It can help you, too 

.and it will...if you take on the Premier 
Franchise. Clip the coupon below and find 
out how to get it. 


Become a Premier dealer... make more money 


Please forward complete information on how to 
obtain the Premier Franchise. Also send copy of 
the Premier Dealer Profit Sharing Plan. 


Name 
Addre ss 
City 














These Exclusive Features 
Help You Sell Premiers 







Premier's Vibra Sweep Brush 
double row of bristles in 54 
big, thick, tough bunches— gives 
DOUBLE RESULTS. 













Premier's Poro-Nap Dust Bag is 
woven of highest quality sateen. 
An ingenious dust trap in the throat 
of the bag prevents dirt from fall- 
ing out when cleaner is not in use. 


a ‘= 
In back of this housing, Premier's 
ball-bearing motor gives DOUBLE 
SUCTION. Never needs oiling. 
Built for high speed, long life. A 
fan prevents overheating. 





PREMIER DIVISION, Electric Vacuum Cleaner Co., CLEVELAND, OHIO 


© 
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| Button Up 


etails 





The time has come to sell features on each brand, says F. E. Downing 


When You Sell Shohers 


By Tom F. Blackburn 


NCALLIONS to the guy who 
comes in and merely says, “It’s a 
six room house, boss,” when re- 

porting on a stoker prospect. 

That, in the opinion of F. E. 
Downing, veteran manager of the Fair- 
banks-Morse branch at Milwaukee, is 
the worst fault of the electrical sales- 
man when he goes after this sort of 
business—failure to report the details. 
And Mr. Downing is able to compare 
him with the salesmen of coal dealers, 
lumber yards, hardware stores, heating 
contractors and plumbers. He has seen 
them all in action. 

“Tie a string around the finger of 
the fellow who goes out to make a 
stoker call for you,” he urges electrical 





dealers. “It’s to make him remember 
to— 

1. Count the sections of the radia- 
tors, 

? 


2. Count the sections of leader pipe 
off hot air furnaces. 


3. Get the make of the furnace. 
4. Get the cost of coal consumed. 
5. Get the proposition on paper. 


“The coal stoker is a normal elec- 
trical appliance. It’s a mystery why 
electrical dealers should sit back and 
let half a dozen other types of outlets 
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retail it. I just read in Electrical 
Merchandising that Gerald Stedman 
has discovered that the average income 
of electrical salesmen in Milwaukee is 
$151 a month. Well, I can point to half 
a dozen stoker salesmen who are earn- 
ing $300 a month.” 

And electrical dealers need not fear 
failure if they will drive home to the 
men that details must be obtained. 
With the facts in each case, it’s easy to 
get an expert to figure out exactly 
what is needed to make a perfect job. 

Another buttoning up job that the 
electrical dealer needs to do is using 
the user, Mr. Downing opines. 

How many have noticed that every 
prospect already has a furnace? That 
it gets full of soot and ashes, and clean- 
ing it up is a dirty handed job for 
somebody? In Milwaukee the Fair- 
banks-Morse branch offers to take care 
of this for him for $3.25: 

1. Take down smoke pipe, clean and 
recement in chimney, 

2. Scrape and vacuum clean all heat- 
ing surface of the boiler or furnace. 


3. Recement flues, vacuum clean 
outside pipes and clean base of chim- 
ney. 


4. Thoroughly flush and clean base 
of furnace. 


1936 


“There never was a better door 
opener than this,” says Mr. Downing. 
“It puts the dealer in an advantageous 
position to talk stoker to the owner, to 
get the basic facts on which to work 
out a proposition. Yet how many elec- 
trical dealers are doing it?” 

After a prospect has been sold, he 
still can be used. Oil has to be changed 
in stokers, belts have to be checked and 
the furnace still have to be cleaned. 
For $7.50 Mr. Downing has a 15-point 
yearly inspection service that is win- 
ning cheers from customers. Naturally 
a bright-eyed salesman discovers the 
names of people who have admired the 
installation. 

The only fly in the ointment of sell- 
ing stokers, Mr. Downing thinks, is 
the low, unseemly brawling in the 
market place that takes place every 
time half a dozen dealers compete for 
a sale. As usual, the old proverb of 
too many cooks spoiling the broth 
holds good. With so many types of 
outlets competing for the business, the 
poor prospect listens principally to a 
terrific panning of the other fellows 
brand, such as this— 


1. The Hoozus stoker is no good, 
as the company hasn’t been in 
the stoker business long and 
doesn’t know anything about 
combustion. 


Milwaukee 


man tells how 


electrical sales- 
men can boost 
their $151 monthly 


average income 











F. E. DOWNING tells two ways 
to build stoker prospect list 





2. The fan is punk and won't give 
a draft. 

3. A louzy motor is used that 
hasn’t the horsepower. 

4. The tuyeres—heaven help the 
prospect who doesn’t know what 
they are—are poorly designed 
and clog up immediately. 

5. The design is awful and con- 
struction tinny. 

6. The coal screw is not cast 
steel, but some sort of junk that 
will break off. 

“The time has come in the stoker 


business to sell special features and 
forget the other fellow,”’ Mr. Downing 
declares. “The salesman can put over 
noiselessness, the automatic draft and 
other Knocking other 
makes merely sours the prospect on all 
stokers.” 

Finally, Mr. Downing says, it’s time 
to quit declaring that stokers will burn 
all types of fuel. There is money sav- 
ing enough, even when the best stoker 
coal is used. Why invite trouble by 
suggesting trashy fuel ? 


advantages. 
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EW HOMES everywhere ... a wave of 
N residential building from coast to coast. 

And thousands of these homes are install- 
ing TELECHIME — the new door signal. 


After eight years of field installations. con- 
tinuous research, and the expenditure of over a 
quarter of a million dollars, TELECHIME again 
leads the field by announcing its new and most 
complete line of twelve models —retailing from 
$2.95 to $125.00. To assist the electrical trade in 
effective merchandising. TELECHIME. INC., has 
been organized to take over all sales activities. 


TELECHIME is the pioneer — the leader! Eight 
years ago. General Kontrolar Company. Inc., 
ushered in a new era in signal systems by intro- 
ducing the first scientifically engineered residen- 
tial chime signal. Since then, TELECHIME DOOR 
SIGNALS have been installed in thousands of 
homes. in offices, factories, public buildings for 
code calling and signalling. and in churches for 
altar chimes. TELECHIME operates from the 
ordinary push-button at front door, back door, 
and any place in the house. 


The trend is away from old-fashioned bells and 
buzzers. The new and smart door signal is 
TELECHIME. Every sale quickly results in more 
sales— because each home installation acts as 
its own “salesman” to every visitor to that home. 


You make no service calls after you install 
TELECHIME! No parts to wear out; built with the 
same accuracy as the finest electrical precision 
instrument. A profit in wiring jobs plus a profit 
in the sale of TELECHIME itself! 


Remember — TELECHIME, just like the radio 
and refrigerator. is fast becoming a “must” in 
American homes! 


Write our nearest office for complete catalog, 
prices, and discounts. 


TELECHIME is the registered U. S. trade mark. exclu- 
sively owned and controlled by General Kontrolar Com- 
pany. Inc., Dayton, Ohio. All TELECHIME products are 
rotected by broad patents in the United States and 
joreign countries, issued and pending. 
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LACHMAN BROS., SAN FRANCISCO FURNITURE STORE 
STAGED THIS ELECTRICAL EXPOSITION LAST SUMMER. 


Western Furniture Stores 


Developed 


Summer 


URNING a quiet month into a 

profitable one, Lachman Bros., 
large furniture store of San Francisco 
last year staged a midsummer elec- 
trical exposition which transformed 
their store for the week into one large 
electric shop. The event was an- 
nounced by three-quarter page ads in 
local papers, announcing a program of 
demonstrations and prize drawings and 
stressing the advantages to be derived 
from consultation with the battery of 
household experts who were assembled 
for the week’s event. 

Practically the entire main floor 
was turned over to electrical exhibits 
and demonstrations and special win- 
dow displays called the attention of 
passers-by to the exposition. A large 
attendance was insured from the start 
by the generous prize drawings which 
took place every day, prizes ranging 
from waffle irons and toasters to a 
large size Westinghouse refrigerator 
which was awarded on the closing day. 

Results of the week were most grati- 
fying in sales and attendance, accord- 
ing to the proprietors of the estab- 
lishment, who report a most profitable 
increase in business during what would 
otherwise have been a quiet month. 
Thousands of people registered for the 
prize drawings during the week, giv- 
ing, in addition to their names and ad- 
dresses, a list of the appliances they 
now possess, thus building an excellent 
prospect list. The event was held in 
cooperation with the Electrical Appli- 
ance Society of Northern California 
and with the assistance of Miss Bertha 


Business 


Hixson, their educational director. 

Among the other northern Cali- 
fornia stores which enjoyed similar ex- 
positions during the summer months 
was Weinstock-Lubin Co., department 
store of Sacramento, which staged an 
effective Table Style Show and Appli- 
ance Exhibit. For this occasion every 
employee was given a daily allotment 
of 25 personal invitations, which must 
be passed out to customers. Window 
displays carried the electrical story 
to the public throughout the entire 
week. According to Mr. Ellis, gen- 
eral manager of Weinstock-Lubin, more 
people visited the second floor, where 
the show was held, than ever before in 
the history of the store. 

Breuner’s, household department and 
furniture store, turned over its Oak- 
land shop to gas and electric appli- 
ances for a week during the late sum- 
mer, and later carried on a similar ac- 
tivity in Sacramento. Sixteen demon 
strations were staged, with special 
features for every hour of the day. 
Door prizes were given day and night 
and short wave messages were sent free 
of charge to any part of the United 
States. The City of Paris and the 
Emporium in San Francisco are two 
other large stores which have enjoyed 
the benefits of electric weeks of this 
type. In all of these events, one or 
the other of the Electrical Appliance 
Society’s educational directors, Miss 
Bertha Hixon or Miss Gladys Byrne, 
has taken a leading part in cooperation 
with the merchant staging the summer 
electrical show. 
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a. A BABY 
RAYOVAS WR rat 


hut a 
COPPERLITE 
GIANT 
“89° Waite 


Complete with Nol Cells 


Here’s the new Baby Copperlite . . . 

40 VAC the small brother of the famous RAY- 
O-VAC Copperlite. Made of solid 

> COPPERLITE ; <v by copper, the Baby Copperlite is a 
IT S A BAB tH v4 YW, S/ jlosetotroseeleMmeloteloh miler telble jot misled 


SPOTLIGHT ‘J° : gq has eye and sales appeal. 
Take One Out and thy if. ”, 





Lighter in weight and 

smaller in size, it fits 

the pocket without 
bulging. 


EGE Bs, es at peas ist cs é 
\Pawariast 4 v0 PTEAIES | / 


srg 





COUNTER DISPLAY 
f? BATTERY DISPENSER 


Multiply profitable flashlight unit cell 
sales with this attractive counter dis- CV 
penser. Captures the buyer's eye, re- 
minds him to renew his flashlight anh 
power, and automatically makes extra Jt 
sales. Takes but a few inches of counter Vow 
room and pays big dividends. Dispenser 
BATTERY contains 48 No. 2 unit cells (for standard La I" 


ome ane sized flashlights) which retail at 10c 


(Yo (ol 0 a Oreos > ne dealer complete $3.12. FLAS H LI F HIS 


RAY-0-VA AN Y 


stat FRENCH B Oo M ANY 


A P 
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@ Every time the housewife uses her 
washing-machine, she lifts the agita- 
tor out for cleaning. The lightness of 
Aleoa Aluminum makes that job 
simple and easy. 

Lightness also allows more econom- 
ical operation; it takes power to whirl 
the agitator back and forth thousands 
of times, but it takes a lot less power 
when the agitator is light, made of 
Aluminum. 

In contact with clothes, Alcoa 
Aluminum is the ideal metal, since 
it never forms any rust or stain which 
might discolor fine fabrics. It has a 
smooth surface that can’t harm 


delicate articles. 














machine when 





Open up the you 


demonstrate, show your prospects the 


handsome-looking Aluminum agita- 
tor, and say,* “IT’S MADE OF 
ALUMINUM!” Don’t forget to add: 
1. Lightness makes cleaning easy. 
2. Lightness makes operation eco- 
nomical. 
3. Resistance to corrosion protects 
against discoloring and damage. 
Women, familiar with Aleoa Alumi- 
num kitchen utensils, recognize the 
soundness of these points. IT’S 
MADE OF ALUMINUM is a star 
sales-maker. ALUMINUM COMPANY OF 
ameRICcA, 2160 Gulf Building, Pitts- 


burgh, Pennsylvania. 


No time payment scheme can 
succeed if it violates experience 
tables, says Charles Rogers. 






lt Costs 


20% 


to sell on time 


So declares Charles 
Hart Furni- 
ture Company, Dallas 


Rogers, 


AMES WHITCOMB RILEY 

wrote a line which should: bé 
ulsplayed at the elbow of every credit 
manager, “The goblins’ll get you ei 
you don’t watch out.” 

In a world which is still rocking 
with FHA time payments and ups and 
downs in finance charges, Charles 
Rogers hands out this advice to over- 
progressive finance executives. “It 
costs a store around 20 per cent to 
sell on time,” he states. “Your losses 
will run around 245 per cent. Your 
collections will cost 10 per cent. Re 
possessions will cost you 3 per cent 
Figure 44 per cent for profit, sinc 
you are not running a_charitabk 
institution.” 

The Hart Furniture Company o! 
Dallas, Texas, is credited with bein 
one of the largest furniture adve1 
tisers in United States nmewspapet 
It is said to be among the first t 
in gross volume. This business ha 
been built up over 20 years. 

More than half a million dollars 
out on credit all of the time. To 
handle this volume the house en 
ploys six collectors, two credit me! 
and eight girls. All of their salaries 
are charged against time sales. 

Charles Rogers has established on: 
axiom from his experience: Let the 
customer build an equity in his pu 
chase in the first three months, if th: 
house wants the deal to go throug! 
smoothly. The worst credit risk in 














the world is the customer who applies 
$5 to cover the first three months 
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Dallas customers expect free 
service as long as they are paying 
on accounts. 








with regular payments thereafter. 

“Credit is a two-edged sword,” says 
Mr. Rogers. “It can cut both ways, 
if not properly used. For example, 
there was one Dallas firm that sold 
eighteen electric refrigerators in one 
month. It repossessed 32 during the 
same month. In making the deal too 
easy they forgot the relative impor- 
tance of things in the customer’s 
mind. He pays off this way: 


1. Automobile payments 

2. House rent comes next 

3. Gas and electricity bills follow 
this 

4. Groceries come next 

5. You are next 

. Charge accounts get the next cut. 


at 


Bugaboos to retailers selling on 
credit are the long guarantee periods 
being offered with refrigerators and 
other merchandise, he says. “In the 
first place,” says Mr. Rogers, “the 
customer considers that he is entitled 
to free service as long as he is pay- 
ing on his appliance. Not being able 
to beat this feeling, the store tries to 
make service work pay for the amount 
of free service it has to give away, 
and in a few months of the year 
occasionally succeeds.” 

Of interest may be the method 
used by the Hart Furniture Company 
in selling electrical appliances. The 
firm has no_ specialized © appliance 
salesmen. The thirteen floor sales- 
men sell everything, and the method 
succeeds as few customers come into 
the store to buy a radio alone. Fur- 
niture salesmen must take it easy, 
says Mr. Rogers. High pressure is 
out. The best luck is enjoyed by the 
salesman who sells an ensemble. 
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“Ring The Bell” is no mere figure of 
speech — these two General Electric 
Hotpoint Toasters do just that. A 
pleasant little chime tells you when 
the toast is done. 

An even more pleasant chime is regis- 
tered in every dealer’s store when these 
two toasters are displayed. Their im- 
mediate public acceptance will keep 
your cash register jingling to the tune 
of profits—the sweetest tune to the 
ears of any dealer. 

Be sure to have an adequate supply of 
each of these beautiful toasters. Profit 
with G-E Hotpoint advertising in the 
Saturday Evening Post by displaying 
these toasters in your store and in your 
window. Let them “ring the bell” for 
you with added profits. 





uy 
Me. GENERAL ELECTRIC COMPANY. BRIDGEPORT. CONN. 
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How 
threesalesmen 
ofthe Kahn®& Levy 
furniture house 
in Galveston sell 
300 Refrigerators 


a year 














“hot” 


These select or 
Mr. Ben C. Levy, salesmanager and secretary-treasurer of the 
company who is showing them the complete electric kitchen. 


2 


HEN three 


each 


salesmen can 
100 electric 
refrigerators one 

near the $200 range for the year, it 
must be a matter of selling the select 
prospects. And this is just what three 
salesmen for Kahn & Levy, furniture 
merchants of did. 
One of these salesmen is Ben C. 
Levy, general manager of the appli- 


average 


and each 


Galveston, Texas, 


ance department and secretary-treas 
urer of the firm. With two other 
salesmen, Mr. Levy concentrates on 
select prospects and closes fifty per 
cent of the sales outside of the store. 

Each salesman, including Mr. Levy, 
works a prospect list of from 250 to 
300 names Names that have been 


inactive for 60 days are placed in the 
dead 


on a commission for only 60 


The salesman is protected 


lays un- 


“i 
hile. 


less there has been something definite 

dete rmined to 1u tify an extension of 

another 60 days. 
Kahn & Levy’s sell 


only one line of 


electric refrigerators, the Norge line 
They have handled this line exclu 
sively for the past six years. The 
ilesmen with the firm have been with 
em for five or six years each 
he two salesmen alternate half 
days on the fl Mr. Levy divides 
his time between the store and home 
ntact in following leads. 
On certain special days, such as 
Mothers’ Day or Christmas, telegrams 


ire used to contact selected prospects 
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prospects have been turned over to 


to push refrigerators as a gift. For 
example, this last Mothers’ Day was 
the opportunity to send out 100 tele 
grams, costing 2lc each in group lots. 
From this 100 telegrams, direct 
response was sufficient that 15 sales 
were made shortly by proper follow- 
up. It is believed that at least 10 
other sales will materialize from the 
list before the names are passed over 
is being dead prospects. 

This furniture store emphasizes re- 
frigerators by making the appliance 
department into a section 
with a street entrance, yet with ample 
openings into the main floor of the 
furniture Instead of having a 
model kitchen to the back of the store 
Kahn & Levy’s model 
kitchen is to the front and one side 
of the In this kitchen, the 
refrigerator occupies the spotlight— 
but there is a modern range, ironer, 

ibinet and the various things that 
uttract the home maker. 


separate 


store. 
as often done 


entrance. 


One refrigerator is set on a stage 
ind shown by pulling aside the black 
velvet drapes that are trimmed in gold 

refrigerators in this store 
are glorified and dramatized. And 
the “prayer room” where 
prospects are taken for the final clos- 
ing and the arranging of credit with- 
out interruption 

Although this sold 
frigerators in 1935 at an average price 
of $195, repossessions are very small 


braid 


there is 


store 285 re- 





Here is a couple looking over the 
electric refrigerators at 
Levy, Galveston. 
showing them the various sizes so 
the prospect is sure of getting the 
model best suited to her needs. 











Kahn & 
The salesman is 








Concentrating On 


the 


‘Ho T Prospect 








3 


discussed privately and the contracts signed. 


at the right. 


“We almost always make more actual 
net profit on any repossession that we 
resell than we do on the original 
sale,” sales Mr. Levy. He continues, 
“We have no trouble, as we get sub- 
stantial payments and sell to people 
who can well afford to pay our price. 
Any repossession is generally the re- 
sult of unforseen financial reverses or 
moving away, and we have sufficient 


OCTOBER, 











And as the sale is ready to be closed, the prospects are car- 
ried into this private “prayer room” where the terms are 


Mr. Levy is 


payments collected to make the repos- 
session pfofitable to us. We seldom 
have more than one used refrigerator 
in stock at a time.” 

The volume for 1936 for Kahn & 
Levy’s will exceed 350 electric re- 
frigerators. The average price this 
year is $175, as competition has mad« 
it necessary to display and sell som: 
lacquers this season. 
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< No. 502 Two-cell i 
Focusing Spotlight 








Mo) = 
\\\\ —_ 


‘ No. 2122 Two-cell 
Spreadlight 


New High-Power 
OND VALUES! 























— PEG. U.S, PAT.OFF. 
| = Two in Each 
{| Super-Speed Turnover and Profit 2"... 
XTRAORDINARY quality by Bond, to retail at chain and Deal nat cos $5.82 | 
mail-order prices. All-metal, full-chromium finish, Two-cell | 
Floodlight and Two-cell Focusing Spotlight. Buy now. Bring cus- 
tomers back home with Bond timely Leaders. 
NO. 502 BOND SPOTLIGHT 
Comes packed in EWO displays of SIX each, and priced to retail at 
49c each complete, when purchased with 48 No. 102 Bond Mono- 
cells in Deal No. 490. 

NO. 2122 BOND SPREADLIGHT | 
om Comes packed in TWO displays of six each, and priced to retail at | 
Idom 39c each complete, when purchased with 48 No. 102 Bond Mono- | 
* cells in Deal No. 390. 12 No. aan - Acar +A | 
hn & with 48 No.. 102 Bond Mono-cells. 
Bes BOND ELECTRIC CORPORATION  Beteitvatue. . . . . $7.08 


| 
madi New Haven, Conn. « Chicago, Ill. « Houston, Texas + San Francisco, Calif. = Your proit . . . . $2.32 | 
SS i < Raa aa | 
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DURING NOVEMBER A MILLION WOMEN WILL SAY 


“AT LAST YOU’VE DONE IT.” 


@ Here JS an astonishing product meeting a long-felt need, built 
for super-service in millions of kitchens, and backed for super-sales 
in thousands of stores. 


FEATURES: 


Appearance: entirely different 
tremendous feminine appeal. 

Finish: white Dulux with black trim; designed for the modern 
kitchen; easy to clean and keep clean. 

Power: direct-drive to all attachments NO SEPARATE GEAR 
STAND OR POWER UNIT — motor is powerful — light enough 
to use easily at the stove — is air-cooled — quiet. 

Uses: widest range of daily uses of any portable food-preparing 
device. Exclusive Hall Fireproof China bowls have many purposes 

guaranteed for all temperatures from refrigerator to oven. 

November is FOOD CRAFTER DEMONSTRATION MONTH, 
heralded by national magazine advertising in full pages and color, 
tied in with powerful retail store displays and demonstrations. 

Act now! See your Westinghouse representative and discuss your 
opportunities with Food Crafter— the year’s sensation in electri- 
cal merchandising. 


modern distinctive and with 


Food Crafter chops raw or 
cooked meat, and vegetables, 
in three degrees of fineness; no 
clamps — no creeping or danc- 
ing no stalling. Grinder 
attaches directly to the motor. 


® 
Juices fruit at low speed! No 
need to grind bitter rind to 
mar the pure fruit flavor of the 
juice. Juicer attaches directly 
to the motor. 


Slices and shreds vegetables 
and fruits faster and easier 
than ever. Here’s the source of 
endless favorite dishes — left- 
over economies. Women know 
the advantages — have been 
waiting for such a device as 
Food Crafter. Slicer and shred- 
der unit attaches directly to 
the motor. 


Specially designed beaters — 
faster, uniformly better re- 
sults. Attach in a split-jiffy — 
detach at touch of the buttons; 
cannot dive into batter. Food 
Crafter will whip one egg 
white or mix up a fruitcake — 
or a daily dozen other duties. 


NOVEMBER «ood Ciaflor 
Mitt alien VLA 
















“OTT LE* MATCHED APPLIANCES 


@ Here’s a new note in appeal — salability —for table Full-page color magazine advertisements in The Saturday 
and heating appliances! Evening Post, Better Homes and Gardens, McCall’s — will 
— a new outlook on appliance volume and profits. feature these and other selections from this great Westing- 
Style-Matched by outstanding product designers — house line — generating interest and sales in millions of 


built-in eye appeal and display value — a tonic for languid homes, in every trading center in the land. 

sales and a restorative of profitable retail prices. And here’s still another reason for going into 
Feature items galore! — fast-selling numbers that have the National Housewares October Promotion — 

headlined many a successful sales campaign — now newly “ELECTRIC BUFFET SERVICE MONTH” — cash 


designed for still greater success. prizes for outstanding retail merchandising. | 
Only a few representatives of the new Westinghouse line Powerful sales and promotional program now ready. Ask | 

are shown here —the others are equally appealing — your Westinghouse representative for details or write to 

equally powerful as volume builders. Westinghouse Electric & Manufacturing Co., Mansfield, O. 







8 REPRESENTATIVES FROM THE COMPLETE LINE OF 56 PROFIT MAKERS 
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A smash hit!...the 
_ imitators still trying 








3 e a a € : 
Re PR! ee 


“' Westinghouse 





Electrica 


| 
Merchand 


Vol. 56 No. 4 
Publication Office, 99-129 North Broadway, Albany, N. Y. 
Editorial and Business Offices, 330 W. 42d St., New York, N. Y. 
L. E. MOFFATT HOWARD EHRLICH H. W. MATEER 
Editor Vice-President 


LAURENCE WRAY, Managing Editor 
HARRY PHILLIPS, Art Director. 





ANNA A. NOONE, Home Appliance Edito- 
EARL WHITEHORNE, FRANK B. RAE, JR., Contributing Editors 
TOM F. BLACKBURN, Chicago Editor, 520 N. Michigan Ave. 
CLOTILDE GRUNSKY, San Francisco Editor, 883 Mission St. 


OCTOBER, 





Manager 


1936 

















Fall Model Refrigerators 


An Editorial Letter From 
A Well-Known Distributor 


As an editor of an outstanding industrial publica- 
tion, coupled with your knowledge and association 
with the electrical merchandising business and its 
many ramifications, you are in a strategic position 
to have a perspective denied to us who are actively 
engaged in one particular phase of this business. 
It is because of this advantage you enjoy that I 
am directing this message, or inquiry, if you 
please to designate it as such. 

With as few words as possible, why can’t the 
electrical refrigerator manufacturers so plan their 
production and distribution schedules to enable 
them to announce and actively promote their prod- 
uct in the fall of the year, rather than in the early 
spring of the year, as is the current practice? 

Before dismissing this as an unsound or imprac- 
tical reasoning, let me present a few facts to bear 
out my contention—facts with which you are 
probably familiar, but which will bear repetition 
for purposes of illustrating my point. 

In addition to being one of the larger distribu- 
tors of a major manufacturer of electric refrigera- 
tors, | am also a distributor of one of the leading 
makes of automobiles. I have learned a great deal, 
as has the entire electric refrigeration industry, 
from the motor car industry. There are many 
points of comparison between these two giant in- 
dustries, and I am inclined to believe that perhaps 
a rather impressive share of the success enjoyed 
by the electrical refrigeration industry has re- 
solved from its acumen and alertness in adopting 
and adapting many of the manufacturing and dis- 
tributing practices of the motor car industry. Of 
course, the electric refrigeration industry has many 
problems foreign to the motor car industry, but 
there are enough points of comparison to indicate 
that certain premises followed by the one organi- 
zation can be with a measure of success by the 
other. 

The success of the motor car industry in chang- 
ing their announcement period is history. The 
automobile manufacturers traditionally, with one 
exception, announced their new models in January 
at a New York show. A year ago, at the request 
of the Government, they brought their new models 
out in November. This plan proved so successful 
that this year, the manufacturer I represent started 
shipping cars to dealers on September 3rd, and 
I understand, all manufacturers plan to follow this 
schedule within the next 60 days. Incidentally, 
automobile dealers have never done a December 
business as large and as satisfactory as that of last 
December, after the adoption of the new plan. 

We found that with new models, men bought 
them for Christmas, whereas in the past, we had 
been unable, even with substantial price induce- 
ment, to dispose of the outgoing models. It is true, 
our March and April peak was not as pronounced 
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as in former years. However, the Fall sales much 
more than made up for the decreased business, with 
most satisfactory results. 

Let me cite another example. People will buy 
merchandise in its normal season, regardless of 
artificial stimulation or promotion. For instance, 
fur coat sales always enjoy a substantial volume in 
their season, in spite of the comprehensive pro- 
motions staged every year in August by pro- 
gressive dealers. Putting it in the vernacular, this 
out-of-season selling is “gravy,” or plus sales. New 
refrigerators, by the same token would stimulate 
otherwise dull months, while the natural seasonal 
demand will keep the volume up during the spring, 
even though the merchandise is not brand new. 

The vantage point in the industry’s adopting a 
Fall introduction plan, would be a smoothing out, 
or leveling of both the manufacturing and selling 
curve. The dealer would have the new next year’s 
models to stimulate his otherwise slow October, 
November, and December business. There is no 
question but what December would thereby be 
made a most substantial refrigerator month. 

It has been proved in many lines of merchan- 
dise that men filled with the holiday spirit do not 
like to give obsolete merchandise as Christmas 
presents. This Fall activity would assist the dealer 
materially in supporting and keeping a permanent 
sales force, as a lesser number of men would be 
required to raise the valleys and lower the peaks 
of sales. The dealer could use August and Sep- 
tember as clean-up months, obviously better suited 
to that task than is November or January. 

It must be acknowledged that the lady who did 
not buy a refrigerator in the spring must have a 
special inducement to persuade her to make the 
purchase in later August or in the Fall. The plan 
[ am submitting provides two inducements,—a 
special price in August on the outgoing merchan- 
dise to interest the “price” buyer, and a new 


model in the Fall to entice a reasonable percentage 
of the next Spring purchasers. The dealer and 
manufacturer would learn in the Fall which of the 
models produced was going to be popular, and in 
what proportion—thereby enabling the manufac- 
turer during the Winter to build up stocks safely 
in anticipation of his Spring business. The dealer 
would also further relieve the manufacturer of the 
carrying load, as he, the dealer, would feel safe 
in buying a larger stock of merchandise, having 
learned to his own satisfaction which models would 
enjoy the most popularity. 

You realize the many benefits accruing from the 
manufacturer’s being able to level his production 
lead. And you know that these advantages are 
not confined to this particular agency, but are 
passed on to the distributor, jobber, dealer and 
customer, not only in price, but in many other 
ways. 

Possibly there is fallacy in my reasoning,—l 
may be so close to the trees I can’t see the woods. 
But years of experience in the operation of a dis- 
tributorship in both the automobile and electric 
refrigerator industry convince me there is con- 
siderable merit in following such a plan. 

If you concur in my general line of reasoning 
what is the next step to feel the pulse of the in- 
dustry? Perhaps the suggestions which I have 
made might be followed in a general way, but 
they need many alterations which could be sug- 
gested by experienced manufacturer, distributor, 
and dealer representatives. 

I will appreciate your giving this your very 
earnest and careful consideration, and trust you 
will let me know your reaction in the very near 
future. 

A. R. Linpsure, President 
The Arthur R. Lindburg Co. St. Louis, Mo. 


Renting Comfort 


Enough business was done during the past 
summer in renting individual air conditioning 
units for offices and homes to create the impres- 
sion that this may be done on a much larger 
scale in the future. In those parts of the 
country where the number of uncomfortably hot 
days are relatively few, it is difficult in many in- 
stances to make an outright sale of a unit. Sales 
resistance is weak however when the thermometer 
is above ninety. Even with the rate of rental 
it is necessary to charge, it does not sound large 
on a per day basis. A leasing plan also obviates 
off-season storage which is quite a problem in 
most office buildings. 

Thousands of water coolers have been placed 
in offices on a rental basis. Only a small per- 
centage of these coolers could have been sold 
outright. 





"YOU GOT ANYTHING 
YOU WANT WASHED, 
GUS—THE SALESMAN 
PROMISED US A FREE 
DEMONSTRATION.” 
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MOM SAYS KIDS 
NEED A LOT OF 
LIGHT NOW THAT 
DAYS ARE GETTING 
DARKER 






Us Uduertined 


MAZDA LAMPS made by 
GENERAL @ ELECTRIC 








YEAH!-AND THAT'S WHY 
MY MOM KEEPS PLENTY OF 
EXTRA BULBS ON HAND 











THE dark days of the eyestrain season are just ahead. . . so 
see that you supply your customers with the lamp bulbs they 
need for seeing tasks. . . quality lamp bulbs such as G. E. Mazpa 
lamps that help protect eyesight because they Stay Brighter 
Longer and do not waste electricity. General Electric is help- 
ing you sell more Mazpa lamps than ever this month by con- 
centrating the bulk of its advertising in 22 leading magazines 


and many newspapers. You can cash in on this advertising by 


displaying current advertisements in show windows and on 
sales counters, and by using the sales arguments from the ad- 
vertisements in personal selling. 

In addition, you can take advantage of the super advertising 
campaign in October to sell 1,000,000 L.E.S. Better Sight 
Lamps in 31 days. You can make this campaign work for you 
by displaying tear pages of the advertising together with the 


larger, sight-saving sizes of lamp bulbs these lamps require. 


GENERAL @ ELECTRIC 
MAZDA LAMPS 
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Big 
Capacity 


FOR RADIO BATTERY CHARGING AND 








I ERE is the generator that not only charges radio, car and 
truck batteries, but also provides the capacity necessary 
for lots of lights! And that’s what your generator customers 
want! 
The new Johnson Iron Horse Generator is the leader in the 
field — designed to give full service; built to give it DEPEND- 
ably. 300 watts instead of 150 or 200! 12 volts instead of 
6! Operates twelve 25-watt lights at once. Extra capacity per- 
mits low cost installation—longer lines—insures greater life. 
Positive push-button starting and 21 advanced features make 
it the most complete, thoroughly serviceable, low priced power 
plant on the market. 


Backed by the great Johnson organization and its world wide 
reputation for building DEPENDable products. Powered by 
the famous 4-cycle Iron Horse gasoline engine—used on lead- 
ing makes of farm washers, power-mowers, pumps, etc. Adver- 
tised to over 7,000,000 farmers! 


Going like wildfire, in a great new market. Write 
or wire at once for full details and discounts! 


JOHNSON MOTOR CO., 1810 Pershing Rd., Waukegan, III. 


Canadian Johnson Motor Co., Litd., Peterboro, Canada 


Builders of the famous Sea-Horse Outboard Motors 


Jron Horse 


G R A T O R 
Eee 
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A sample of the crowd that attends home service lectures at the 
Utah Power & Light Company, Salt Lake City 


By Clotilde Grunsky 


LTHOUGH the home 
A department of the Utah Power 
and Light Company works as 
a matter of course directly with and 
under the commercial department, it 
has an independent status of its own, 
and recently staged a highly success- 
ful load building campaign in its own 


service 


right, known locally as the Little Red 
Hen campaign. Prizes were offered 
and bonuses awarded in the form of 


such feminine things as gloves and 
silk stockings. Regular reports of re- 
sults were turned in and weekly bulle- 
tins kept the girls on their toes. Some 
$15,000 in annual revenue to the com- 
pany added to the lines in six 
weeks’ by their efforts. But im- 
portant as this event was, it was but a 
small portion of the continuous load 
building program which the home serv- 
ice department of the Utah company 
has unde — 

Under Nancy Finch as director, this 
department is made up of 45 girls 
working in ten division offices. The 
program is full and flexible. The girls 
do some direct selling, of small appli- 
ances and lighting equipment, and also 
help in the sale of larger appliances, 
developing prospects and assisting 
salesmen in bringing the customer to 
the point of They handle 
follow-up and complaint calls, help- 
ing in this way to keep appliances in 
active service on the lines and in build- 
ing amicable customer relations. How 
much this work is responsible for the 
increase in annual per capita kilo- 
watt-hour consumption is, of course, 
difficult to estimate, but it is safe to 
say that educating the purchaser to use 
equipment is fully as important as 
selling him in the first place. 

The home service department, inci- 
dentally, makes no distinction between 
customers who have bought their 
a dealer, or through 
channels. Follow-up 
as a matter of course 


was 
time 


decision. 


equipment from 
power company 
calls are made 
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on dealer sales and the services of 
the girls are available to fit into the 
dealer’s program wherever they can 
be of most use. 

Schools for salesmen are held, both 
for the power company staff, and for 
dealer employees. This has been 
worked out as a comprehensive pro- 
gram covering all sections of the com- 
pany’s territory and has been enthu- 
Siastically received by cooperating 
merchants everywhere. These schools, 
dealing primarily with electric ranges 
and refrigerators, are held in the eve- 
ning, starting, as a rule, with a 6 p.m. 
dinner, followed by lessons in elec- 
tric cookery, both hot and cold, with 
such information in regard to the 


How the 
. Home Service Depart- 
ment of the Utah 
Power & Light Com- 
pany Stages a per- 
petual sales campaign 
of its own 


electrical equipment as the salesmen 
should know in presenting their story. 
Wives of employees are also invited 
—and it has been one of the gratifying 
results of the meetings that more than 
one electrical man’s home has really 
been electrified following these schools. 
Attendance varies from 18 to 112. At 
least one general store sent its en- 
tire staff—not only the electrical de- 
partment, but those from all other de- 
partments, to take the course. They 
wanted them all to be boosters for 
electrical equipment. So satisfactory 
have been these schools that more than 
one dealer has asked for a repeat per- 
formance. 

Cooking schools and demonstrations 


1936—ELECTRICAL MERCHANDISING 








addressed to the public are, of course, 
1 major part of the work. These co- 
operative events bring out record 
crowds and result usually in the build- 
ing of an attractive prospect list. The 
equipment of each cooperating dealer 
is used in turn during the demonstra 
tion, the schools running from one to 
four days in duration to cover the full 
list. Usually a drawing toward the 
end of the program permits the gath- 
ering of names and information in re- 
gard to interest in electrical appli- 
ances. This list is handed over to all 
dealers participating. Occasionally, on 
requests from dealers, cooking schools 
have been held even in districts served 
by municipal utilities. In Logan, 
Utah, for instance, a 3-day school was 
given, which attracted an attendance of 
about 700. 

Sometimes special diversions serve 
to interest the public. Last year at Pro- 
vo a Baby Show was combined with 
the cooking school, attracting 97 en- 
tries. A baby specialist served as 
judge, emphasis, of course, being 
placed on health. The importance of 
electrical safeguards to the baby’s wel- 
fare was naturally not overlooked in 
the accompanying advertising. 

Every demonstration is kept practi- 
cal, only such articles being cooked as 
the housewife herself might prepare in 
her own kitchen. In general it is the 
special advantages of electric cookery 
which are demonstrated, rather than 
any recipes. 

Some of the most successful of these 
public schools have been those ad- 
lressed purely to prospects, who are 
invited by invitation either of the pow 
er company salesmen or of dealers. 
These groups are kept small and are 
productive of excellent results. One 
such program given in a small town 
resulted in the sale of seven or eight 
refrigerators. It is not surprising 
that the dealer has asked for a date 
when the program can be repeated. 

The aim of the household service de- 
partment is that there shall be a co- 
operative show held at least once a 
year in each division, financed by deal- 
ers and power company, with educa- 


(Please turn to page 79) 


See that you are identified under the Zenith trade 
mark in the next issue of your classified telephone 
directory. 

This dealer identification plan is made available 
in selected cities where Zenith has distribution. For 
details, check with the directory representative at 
your local telephone business office. 

Dealers in many fields have found that adequate 
representation in the ‘yellow pages’ increases sales. 

Here are typical comments, from letters in 
our files. 

“We are glad to give the credit for this increase 
in our business to the classified telephone directory.” 
“This is the third year that I have advertised in 
the telephone book and I know that I have made 


new customers through it.” 
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pdveren Me 
Order your Zenith listings and other classified 


representation NOW—get your share of these “tele- 
phone book” customers 
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Decatur, Ill., remembers Miller 
R. White, who was with the Illi- 
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HO has better records con- 
cerning the credit standing 
of every citizen than the de- 


partment store, asks Miller R. White, 
of the W. A. Green Company, Dallas. 

Meter selling—which stands or falls 
on the customer’s ability to pay—falls 
in neatly with the credit facilities of 
the department store, he declares. So 
with the reorganization of the major 
appliance department of the Green 
Company last year, this logic was ap- 
plied. 

From a sedate department store 
which for 39 years has operated on 
Dallas’ Elm Street, the Green Com- 
pany has grown into an organization 
which today employs 18 outside sales- 
men and 3 supervisors. 

“The outside men carry meters with 
them when they make first calls,” Mr. 
White relates. “On their second call- 
back the men check up on the food 
experience of the family. On the third 
call the salesman is accompanied by 
the supervisor who talks to the hus- 
band and wife. If a fourth call is 
necessary I go along.” 

“As a result of this outside en- 
deavor 40 per cent of the major appli- 
ance sales today are being closed out- 
side of the store. Some 500 Kelvina- 
tors are out on the meter plan and 
even radio is being sold on a meter 
where desired,” Mr. White states. 

The department store setup offers 
an ideal background for the outside 
salesman who operates legitimately, in 
Mr. White’s opinion. The W. A. 
Green Company has 40,000 accounts 
on its books. Of these 15,000 are 
active. Salesmen are calling on peo- 


N. product can top the average for 
its industry so consistently as Barton 
without merit—without features the 
public wants. There have been no 
sales drives, contests, or special pres- 
sure on Barton, making the record 
even more impressive. 


What does Barton have? 1710 Ex- 
tra Water Currents per minute— 
faster cleansing—savings in soap, 
current, clothes. A line of washers 
that meets all tastes, all purses—a 
line that is beautiful, that measures 
up to your claims and guarantees. 


If the franchise is still open in your terri- 
tory, take on Barton. 


Make your sales boom with Barton 





THE BARTON CORPORATION 
WEST BEND, WISCONSIN 


15 water breakers or troughs in the ple who are acquainted with the firm. 

Patented Convoluted Tub force jets The meter offers the most inexpensive 

of water back through the clothes. means of paying for an appliance. 

114 movements of the Multi-Flo Even the man who collects money 

Agitator past each breaker per | from the meters gets a chance to work 

minute produces 1710 extra water the customers for new leads. They 
currents. are averaging ten a month, 


Naturally some people do not like 
the meter as well after they get it as 
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o Department 
tore Expansion 


they did at the start. Some 25 per 
cent of the meter boxes revert, the 
customer being placed on a straight 
monthly payment plan. Boxes out on 
the meter plan pay 65 cents fire in- 
surance. 

The store has handled Kelvinator 
refrigerators for three years, Norge 
refrigerators for five years, RCA Vic- 
tor radios for six years, and Manning- 
Bowman appliances for one year. 
While Thor and Norge washers are 
carried, Mr. White is not optimistic 
about washer prospects in the South, 
where colored washerwomen are so 
abundant. 

“Next to the meter the trade-in is 
the most effective method of replacing 
an old device with a new one,” he 
says. “The pity of it is the fact that 
only radios have sufficient margin to 
permit trade-ins, even on a 10 per 
cent basis. Radios bear a 40-10-2 
discount, so do gas ranges, but with 
refrigeration 334 allows nothing for 
the trade-ins. The future will see this 
angle steadily more important.” 


After 39 years of getting the 
customers to come to Elm Street 
the Green Co. reversed the process. 


>) 
Nf 


KH 


Not many men 


| ateltej folate 


\ 


alemele. 


From the time in earliest history when there came to be more 


than one person selling the same thing, we have had what we 


choose to call the evil of price cutting. Price cutting Is only one 


form of competition, and competitio 


the life of trade 


Competition that helps Tome -Tilelolinie prices on an economically 
sound basis is a good thing. You remember when a certain safety 
razor used to sell for $5.00 which can now be purchased in the 
5 and 10 cent store. As a piece of processed metal it wasnt 
worth $5.00. But as a patented article, it had no competition 
When competition arrived, a sensible price was established 


which still nets the maker a profit 


n, the copy-books tell us, is 


Age 


10 


Z, 


But price cutting that fails to allow for proper costs and a 


a-teltolilelo}i-Meolaclilmmslol-t Male) lols Mela tG good. When one dealer 


cuts his oldie el-jioh, mei a-tehielalele) i= figure to steal business from a 


competitor, he merely invites the other dealer to meet his price 


or beat it. Then there is no bottom 


hae oleldsmme(-Yoll-le Meulelialielial-te, 


iat -ME tte] elit al-to Ml olala-Miolile ME tol(o Me) aMisl-Molel ii Melame aelil-Melile Mt 1a ala-> 


their competitive position would be just the same as though they 


ole} ism eh M@mial mm elala — 


Not many men wil! understand th ME me coleme iiiilell— But those 
Aire oModLIMULAel-Ieiiolite Melt toMisl-Molehaclalielel-Meolart-1i lilo Mae] )I-Mael 1al-1 
islelaM olala-me. Vale Mist-Mel-tell-1measloM it Maelaitialeli- Talelle lam romel— avelatelitate! 
a refrigerator with Dry yA-TaoMmlalitiiolilelam calli l-mele)l-MioMtlt- Mi ialt Mel 
a selling point to completely offset the cut price argument of a 


competitor whose refrigerator does not have Dry-Zero Insulation 


Dry-Zero Insulation in a refrigerator will save 20c to $2.00 
per month in cost of operation for the whole life of the refriger 
eh fol mmm Ail MEM ol -Teloltlt-M Ola ee 4-TaeM lalitliclilel Mi Mis -Milelin-allel-tiimek ell 
role} l-Melale Maulellaiiellit Milt efficiency Mate (uilalhiciny It is Unique in this 
a -Siel-Yam ol -laeltht-MUlilelii-tai-toM ob Mii -Mulelhtie-MileiMlil-Saliclolh ae) -til- 


trates into the wall of any refrigerator in use 


If you do not have this complete story, write for copies of the 


interesting folder, “How Dry-Zero Insulation in your refrigerator 


saves you money every month in cost of operation.’ 


Dry-Zero Corporation, 222 North Bank Drive, Chicago, or 687 


'sTeelolo hal Some CA: ReldelilioMn @liliclate) 


DRY: ZERO 


ENS ULATION 


The Most Efficient 


Commercial Insulant Known 





ELECTRICAL MERCHANDISING—OCTOBER, 1936 








PEOPLE - 


NEWs 


PRODUCTS - 


PLANS 





| Electrical Merchandising Keview of the Menth 


October 1/936 








































4 


face at the 
Institute in 


An old familiar 
Porcelain Enamel 
Cleveland, October 1-2, was 
George P. MacKnight, former 
secretary and since August ist, 
back on the job, at 612 North 
Michigan Avenue, Chicago. 






Birmingham Dealers Condemn 
Holiday Free Trials 


Birmingham, Ala.—Deferring payments 
reirigerators in order to stimu 
late business 
a usin 







electri 

















during the Christmas —y 

ping season is bad business according t 
resolutions passed by the Birming! han } 
Electric Refrigeration Bureau De: alers 
ave been counseled against the practice 
This action was taken by the Bureau 
after a check on last year's business 
howed too many customers were willing 
to use the refrigerators during the months 
ot 1 payment and then turn them back 
€ Spring and purchase newer models 

Sa were made 1 g November and 
December with payments to begin March 
‘ + ‘ ¢ + ‘ set mer uld hav 

t r¢ 

ay be 
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Goldblatts Open on 
Chicago's State Street 


Ashback in Charge of Appliance Sales 


CHICAGO, Ill—Rubbed out, in Sep- 
tember, was the name of the Davis Store 
emporium at the foot of Chicago’s State 
Street, and owned by Marshall Field & 
Company. Up went the gold letters of 
the Goldblatt name. 

Ever since Leiters’ faded from the pic- 
ture, keeping a profitable store going 
down in the burleycue neighborhood of 
the loop has been a tough job. Roths- 
child’s sold to Field’s in 1923. Entry of 
Sears, Roebuck retail store in the old 
Leiter building interested the Goldblatts, 
as a traffic building possibility. So, when 
Fields let go of what was generally 
considered a hot potato, the brothers 
Nathan and Morris Goldblatt were there 
to catch it. 

Most remarkable merchandising rise 
in Chicago has been the careers of 
Brothers Morris, Nathan, Louis and 
Joseph Goldblatt. In 1914 their first store 
was started at Chicago and Ashland 
avenues. From a gross business of $35,000 
the first year they pushed up to $33,000,000 
in sales in 1935, and $1,114,000 in profits. 
They have five other Chicago stores, three 
in the suburbs. 

Leonard Ashback is in charge of major 
appliances for all Goldblatt stores. No 
let-up on appliance activity will take 
place. For appliances are tools of the 
trade to the poor people who are wel- 
comed at Goldblatts. 


KELVINATOR ANNOUNCES 


LOS ANGELES DEALERS 
GET EHFA FINANCING 





Miss 
Coyle, 
America, looks pretty happy at 
receiving this gift of a Proctor 
toaster and tray set. 


Rose 
Miss 


America toasted! 
newly - crowned 


$600,000 EXPANSION PROGRAM 


DET ROIT—Complete 
$600,000 plant expansion program for 
Kelvinator Corporation were announced 
this week in Detroit by its president and 


plans for a 


board chairman, George W. Mason. 
Work will start at once, Mr. Mason 
stated, on construction of two new build- 
ings with a total floor space of 304,000 
uare feet. They will be completed 
within three months, and will permit a 
2 crease in capacity 
The new buildings will be used to per 


mit consolidation of certain departments 
and will effect a considerable saving in 
rental of outside buildings for ware- 
housing. One of the new buildings is to 
be 440 by 560 feet, or 246,400 square 
feet, and will be of the single story type 
of construction. The other will be two 
stories in height, 80 by 360 feet, with 
57,000 square feet. Both buildings will 
be built of concrete, reinforced by steel, 
and with a large amount of window space 
for good lighting 


eA mm 
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More Than 100 Apply 
Washington—With the signing of a 


| contract extending its services to the Los 


In a seven weeks period this Judson C. Burns sales organization sold over a half-million dollars worth of G-E Appliances. 
so here they are celebrating at their annual jamboree in Atlantic City. Mr. Burns himself is fifth from the left in the third row. 
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Angeles Department of Water and 
Power, the Electric Home and Farm Au- 
thority enters the largest concentrated 
sales territory in its history. About two- 
thirds of the requirements of the city’s 
1,238,048 (1930) population is supplied 
by the Department’s Bureau of Power 
and Light, which was formed to market 
power obtained as an adjunct of its water 
system, and which has contracted for a 
large block of Boulder Dam power. 

That an intensive sales drive on elec- 
trical equipment is ahead for this area 
is indicated by the fact that, although 
formal announcement of the EHFA con- 
tract was made on September 17, over a 
hundred applications by dealers wishing 
to participate in the plan have already 
been received in Washington. These in- 
clude practically all the larger distrib- 
utors, even to the department stores. 
Display advertising on a grand scale, 
stressing the low credit terms, is being 
planned by many of these dealers. 

EHFA purchases customers’ notes 
from dealers, arranges with the utility to 
collect payment with the periodical cur- 
rent bills. Interest is held to 6% on the 
unpaid balance, with amortization spread 
over a liberal period. 


Hotpoint Uses Election Slant 


“Let’s make it a landslide for electric 
cookery” says the sales campaign on Hot- 
point electric ranges and water heaters 
just released to utilities by the Edison 
General Electric Appliance Company of 
Chicago. The Constitution, the band- 
wagon, the Supreme Court, unemploy- 
ment, lower taxes and keynote speakers 
figure in the plan, as do also the quin- 
tuplets. The campaign was prepared 
under the direction of W. A. Grove, 
advertising and sales promotion man- 
ager of Hotpoint. 
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The Speed Queen is consistently advertised in state 
4 and national farm magazines. This fall 17 publica- 
tions are being used with a total circulation of 


% 6,458,863 














Hotpoint held a conference with some of the country’s best 

known home economists recently and above the candid camera 

caught R. W. Turnbull, vice-president and general sales manager 

with Miss Laura Weilipp of the National Live Stock & Meat 
Board and Miss Eleanor Howe, home economist. 


NEWS FLASHES FROM | 


THE WEST COAST 


[wo round trip tickets from Spokane 
t salt Lake by a and a night's ex- 
penses at a Salt Lake hot were first 
prize 1 the cent ntes staged by the 
household department of Tull & Gibbs of 
Spokane, Wasl Anyone purchasing a 
radio, piano, K ator, Heatrola, range, 
washing machine, ironer or automatic 
oil burner during August was eligible to 
compete by writing a letter giving their 
reasons for making the purchase. Mer 
chandise orders for $25 and $10 respec- 
tive were s la third prizes 

Ben Cohn & B ewelers of Spokane 
Wa " ecent pened a new and 
enlarged stor ne feature which is an 
extensive appliance department, includ 
ing such items as electric ranges, refrig 
erators, washers and ironers and auto 
matic coal stokers. The store will carry 


a complete Norge line 


August 24 and 29 was Electri 
ress Week ] 


al Prog- 
‘ 


Portland, Ore., an event 
spons red by the Retail Merchants De 
partment of the Portland Chamber of 
Commerce which D. B. Chown of the 
Chown Hardware Company is chairman 
The main feature { the week was a 
treasur hunt Sevent housand keys 
were distributed ne to every customer 
making an electrical purchase of $1 or 
more in any of the participating stores 
Am« ng these kevs were 48 which fitted 
treasure chests on display 1 dealer’s 
stores. When the recipient of the key 
found the box which his key unlocked, 
the treasure in the x (a desirable elec 
tric appliance) was his. Newspaper ad 
vertising by the “key stores” helped to 
focus attention on electrical buying for 
this week. Dealers report a greatly in 
crease tore traffi luring this week 

\ salad and dessert school featuring 
Westinghouse refrigerators was a Sep- 
tember event at Robinson’s f Los 
Angeles 

4 school or ervicing modern appli 
ances has been f the services offe red 


} 


to dealers this summer by the Pacific Gas 


and Electric Company in its San Fran- 
cisco Bay division. Classes have aver 
aged 25 in number, with an almost per- 
fect attendance Chet Merrill, dealer 
promotion representative of the ympany, 
who has conducted the courses. states that 
he hopes in this way to aid dealers who 
suffer from frequent changes in personnel 

What Hales of San Francisco adver- 
tised as a “Giant affair” recently turned 
the appliance department of that com- 


pany into a 
last week of 


“world exposition” for the 
August. The world’s largest 
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water pumps, total of 5 kw. lighting, 2 hp. 
ventilating fan in chicken house, 2 electric 
brooders, clipper for cows, water heater 
for poultry and 1 electric incubator. In- 
side the home they have 4 radios, 1 60- 
gallon Monel tank water heater, ironer, 
2 irons, range, Mix-Master, washing ma- 
chine, meat grinder, food grinder, refrig- 
erator, hair dryer, hair clippers, toaster, 
clock, curling iron, percolator, waffle iron, 
Silex coffee maker, and 2 space heaters. 


Offering a Model MC-64 Westinghouse 
range, complete with free wiring and 
installation, for $98.75 and your old 
range, the City Light of Seattle throws 
in a condiment set and automatic timer 
clock. 


Joslin’s of Denver recently kept its 
radio department open until 9 o'clock for 
a special event to attract those radio 
fans who cannot take time out to shop 
until after usual business hours. 


Symons of Butte, Montana, recently 
went in for a window demonstration of 
Dexter washers, doing an entire wash in 
public before interested sidewalk crowds. 


A drive on light bulbs started the fall 
lighting campaign for the Montana 
Power Company. 


The State Fair, which is an annual 
early September event in Sacramento, 
Calif., brought out a barrage of appli- 








Easily moved, and keeping the food warm and toasty, electric 
roasters have wooed and won a place for themselves in the 


dining rooms of two Chicago loop eating places. 


In the Crystal 


Room at Marsha!! Field & Company sixty roasters are on the 


job, and De Met’s keep a dozen busy. 


Both stores report a 


much cooler temperature as a result. 


electrical 


models of various appliance, 
pl every 


plus demonstrations of variety ot 
domestic equipment, were features of the 
event 


An “Auction by Radio” brought to- 
gether a neat list of prospects for the 
Howell Electric Company of Reno, Ne- 
vada A regular $79.95 G.E. washer 
vas the article offered and this was on 
display in the store and in advertising 

some time before the date of the 
auction. Those interested were asked 


mail in bids, which were opened and 

read during the store’s “Helpful Harry 

Program” at 2:30 p. m. on September 

The highest bidder won the washer 

und the Howell Company found itself 

1 possession of a list of names of others 

who would like to own a similar machine 

The company’s usual terms were available 
the winner 


\ series of stories and photographs 
Washington farmers who are deriving 
alth, happiness and success from the 
electrification of their farms makes ef- 

tive advertising for the Puget Sound 
Power and Light Company. Here’s the 
record of a dairy farm owned by Wm 
1. Oskam in King County, Washington 
This is what Mr. Oskam operates elec- 
trically on his farm: 1 60-gallon Monel 
tank water heater, ? hp. walk-in refrig- 
erator, 4 hp. bottling machine, + hp. milk 
agitator, ? hp. bottle washing machine, 
electric oil burner, 3? hp. milking machine, 


a radio in dairy barn for cows, 24 hp. 


ance advertising. Among the more un- 
usual bits of publicity was a half-page 
ad of Sears, Roebuck & Co., presenting 
personal photographs of their employees 
with a story of the length of their resi- 








in Sacramento and other items 
which indicate their records as good 
citizens. The Pacific Gas and Electric 
Company had a page of pictures and 
publicity entitled “The Farmer Takes 
a Kilowatt,” with emphasis on the varied 
uses of electricity on the farm. 


dence 


A special section in two colors in the 
Fresno Bee recently informed the inhabi- 
tants of Fresno, California, that “The 
Federal” was occupying new quarters. 
Electrical appliances were prominent 
both in the store display and in adver- 
tising. As an opening offer, all cus- 
tomers making purchases of $25 or over 
were presented with a new fall hat. The 
Federal Outfitting Company makes a 
specialty of its liberal terms, and reports 
that ninety-five per cent of its sales are 
made on credit. 


Bragg’s Home Appliance Shop recently 
made its initial bow to the housewives of 
Fresno, California, with an open house 
event on August first. The new store 
has neither door nor windows, but fea- 
tures an open front. Gil Bragg is the 
proprietor. 


In its September Ist sale, Gottschalk’s 
of Fresno, Calif., featured ‘“combina- 
tions”’—two lamps; full-size and hand 
vacuum cleaners; washer and ironer to- 
gether; quoting prices for the two 
articles only, and not for each separately. 


Just when refrigerator sales were due 
to take a slump in the central valley dis- 
trict of California, the electrical dealers of 
Fresno staged a Refrigeration Week, 
Aug. 3 to 8, with gratifying results. Each 
of the local dealers handling refrigera- 
tors pledged himself to take additional 
advertising during that week and to 
keep open in the evenings until 9 p. m. 
The San Joaquin Light & Power Corp. 
supplied posters for window displays 
and led the advertising. Results from the 
week indicate a number of evening sales 
for each dealer and a definite upswing of 
the curve for this season of the year. 


A cooperative drive to promote ade- 
quate lighting on the basis of low cost 
has been launched by the Pacific Gas 
and Electric Company and 1,400 cooperat- 
ing dealers in the northern California 
district. Posters bearing the slogan 
“Light is inexpensive, Sight is priceless,” 
and giving costs of operation in terms of 
familiar household objects are being used 
in company offices and dealer windows 
and similar designs are to be used on 
bill stickers. Here are some of the cap- 
tions: “It’s a fact—The price of a box of 
matches will light a 75-watt lamp for 25 
hours.” “Do you know the cost of a 
bar of soap will light a 100-watt lamp 
for 32 hours”; and “Would you believe 
it? The price of a package of salt will 
light a 150-watt lamp for 25 hours.” 








Plenty of trophies for Kelvinator salesmen here! 


600 of ’em 


took a Havana cruise recently with the above executives in 


charge: 
commercial; 


Miles, ranges; 


Seated, Sam C. Mitchell, advertising; J. A. Harlan, 
H. W. Burritt, vice president. 
M. S&S. Bandoli, domestic and V. J. Mcintyre, 


Standing, P. ‘L. 


washers and ironers. 
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HOW TO SELL MORE REFRIGERATORS 


The pictures show why more than 
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Better even than original white- 
ness is the ability of DULUX to 
stay white and keep its sanitary 
appearance. Dirt and dust find no 
places to lodge on its smooth, hard 
surface. Here’s a test that proves it: 


aa 
~~ 





’ ; : a | 
Dirt is rubbed onto a panel that 
has been finished for 30 days. This 
is a more severe test than just 
touching your fingers to a refrig- 
erator door. We tap the panel and 
shake off the loose dirt. Note how 
it has left the finish. DULUX does 
not pick up smudges and dirt. 


_ . 


Gl 










3,000,000 refrigerators have already 
been finished with DULUX... how you 
can make use of DULUX with profit. 


It’s easy to get grease on a refrig- 
erator door, especially around the 











DULUX resists corrosion. Two 
panels were “weathered” for 13 












DULUX seldom needs cleaning. 
Yet it can be washed easily and 
often. Here’s a DULUX surface 
marked up with red and black 
inks and smudged with dirt and 
dust. See how clean and white 
the surface becomes after washing 
with soap and water. 


Here’s proof of the flexibility, 
toughness and unusual adherence 
of DULUX finish. 

Tin strips finished with DULUX 
were stored for two years. Then 
they were bent as shown on the 
left and straightened (right). The 
finish remained unharmed. 























door handle. These deposits of months. Left panel has orthodox _*% ’ 4 

grease and oil cause yellowing of finish. Right panel finished with »# 

ordinary finishes. They soften the DULUxX. Note the corrosion on left ce. ta? 

finish. They mar its beauty. panel. The right panel shows DU- ee 

DULUX resists household oils and LUX still unbroken, proving its I 

greases. great resistance to corrosion. at ‘ 

* ae | 
Women see the pure, clean, snowy whiteness of DULUX finish and want it in their kitchens. It’s the whitest white they ever saw. 


N developing a modern finish for refrigerators 
du Pont chemists sought a different material— 
one with new features, but with features that 
would be ideal from the housewife’s viewpoint. 
Du Pont DULUX, in its materials and compo- 
sition, is a new chemical development. It is one of 
the most notable organic finishes of all time. How 


it meets the desires of the housewife— your cus- 
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tomer—you see in the pictures and their captions. 

Sell all these DULUX advantages. Sell origi- 
nal beauty... lasting beauty...and amazing 
durability. Sell economy in maintenance. 

For the complete story of DULUX, get FREE 
copies of a booklet, “Selling Made Easier by 
DULUX.” Send to E. I. du Pont de Nemours & 
Co., Inc., Finishes Division, Wilmington, Del. 


1936 


REG. U. 5. PaT. OFF 


DULUX 


REG. U.S. PAT. OFF. 


for refrigerators 
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It watches 


ELECTRIC RANGE 
OVEN TEMPERATURES 


Yyphe A pilot light goes on when the 
(t oven is turned on and it stays on while 
t P 


he oven is operating. 


The Thermal Eye, 
located in the 


window of the chrome- 

finished bezel jumps into view 
when the oven reaches the 
temperature set by the dial. 


Lh The Thermal Eye 
t helps to sell the 


range because it not only 
shows the user when the oven is turned on, but 
also tells her when the oven is pre-heated. 


Sen the electric ranges equipped with the new Robertshaw 
Thermal Eye. It gives you a unique talking point. It does away 
with guess-work in cooking. It makes baking, roasting, whole- 
meal cooking safe, sure, positive. 

Point to the Thermal Eye and you point out that the range is 
equipped with the best—you prove that it is truly automatic. 

The Robertshaw engineering laboratory is available to range 
manufacturers who want to equip with Thermal Eye controls. 
Write for interesting facts. 


ROBERTSHAW THERMOSTAT COMPANY, YOUNGWOOD, PA. 
Manufacturers who have specialized in thermostats since 1899 


OVER 2,600,000 IN USE 


OVEN -HEAT- CONTROL 
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ELECTRICAL MAN BUILDS HIMSELF 


A G-E 


"NEW AMERICAN" 


HOME 


Fred Price of Columbus, O., Practices What He Preaches 





COLUMBUS, O.—Significantly _ re- 
flecting the trend towards the completely 


electrified and equipped home is the house | 


just completed for Fred R. Price, presi- 
dent of the Price Electric Company, in 
Columbus, Ohio. Himself an electrical 
engineer and contractor, Price set out to 
do a model job of mechanization in his 
new house in Beechwold, Columbus, on 
the theory that those in the business 
should practice what they preach. The 
home enjoys a dual sponsorship, in that 
it was constructed as part of the General 
Electric “New American” demonstration 
home-building program, and was pre- 
sented to the public through the Columbus 
Dispatch’s better homes movement. In- 
dicative of the part played by electricity 
in this new residence are the eight miles 
of wiring that have been installed. The 


Ss 


G-E “New American” home built by Fred R. Price, president 
of the Price Electric Company in Columbus, O. 


with every room. 
opened by motors 
from the driveway. 


The garage doors are 
controlled remotely 
The bathroom, which 


| in itself is an index of the vast changes 


in house planning wrought by recent 


| decades, has an installation of two sun- 


home was recently opened for public in- | 


spection. 

From the time a visitor arrives, touch- 
ing a driveway button which automatic- 
ally opens the garage doors, until he 
the part played by modern elec- 
trical devices is constantly before him. 

As part of the eight-mile wiring sys- 
tem there are 43 ceiling outlets, 77 side 
switches, 28 sidewall outlets, and 96 re- 
ceptacles. There are five motors in the 
house. Closet lights are controlled by 
door switches. There are ten push but- 
tons, five return-call bells, seven telephone 
outlets, six radio outlets, eleven night 


leaves, 


lights, and twelve sets of three-way and | 


four-way switches. 

A feature of the home is the “path of 
light” which is forever before the visitor. 
No backtracking is necessary to turn off 
lights. There are 30 circuits in the house. 
A 200-ampere service underground mas- 
ter switch controls all hall and outside 
lights from the master bedroom, and in 
the fireplace of this room there is a 1500- 
watt electric heater outlet. 

The complete electric kitchen is 
equipped with refrigerator, range, dish- 
washer, ventilating fan, towel drier, radio, 
mixer, and garbage disposal unit. Lumi- 
line lamps provide light over the work 
spaces. The house has a General Electric 
automatic gas furnace and air conditioning 
equipment. The air conditioning is for 
both summer and winter. Washer, ironer, 
and auxiliary laundry equipment are a 
part of the labor-saving scheme, and there 
is a vacuum cleaner mechanism connected 
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| clubs 


lamps and a radio and telephone. The 
electrical equipment throughout the home 
is G-E. 

The Columbus house, although cost- 
ing approximately $30,000 completely 
equipped, constitutes an effective sales 
tool for its owner since it makes available 
a demonstration point for all types of 
home electrical equipment that can be 
adapted to homes of practically any price 
range. The results of last year’s “New 
American” program showed that more 
people could be induced to inspect a new 
home in a week or two of demonstration 
than would ordinarily visit a dealer’s 
store in a year or longer. 


SUMMER CAMPAIGN 
SELLS LAMPS 


That Better-Light Better-Sight activi- 
ties need not be confined to the winter 
months has been proved by a check-up 
of results from a three-month summer 
lighting campaign staged by the Puget 
Sound Power and Light Company in 
1935. Over 200,000 watts in lighting 
load was added to the lines, the lamps 


being sold almost entirely by dealers. 
The exact figures follow: 
Wattage added .............233,519 
Revenue added - oo Sear 
Direct selling expense...... $4,182 
Cost of revenue added, 


$.80 per $1 added 


Wattage per adviser day.... 346 
Wattage added per demon- 
EY cuiccacsicdecneeses 190 


The company has now made this a 
year-round promotion, with twelve 
trained lighting girls in the field, un- 
der a definite program outlined by a 
capable supervisor. The foundation of 
their work consists of home surveys, 
available on request to any customer, 
supplemented by talks before women’s 
and Parent-Teacher groups. A 
comprehensive advertising program paves 
the way for this activity, and also lays 
the foundation for dealer follow-up in 


| selling approved types of lampS. 
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''McCalls Magazine" Sets 
Up Test Kitchen, Laundry 


Women's Magazine Takes Additional 
Floor for Home Test Kitchens 


New York, N. Y.—In a program of 
expansion, “McCall’s Magazine” has 
leased the entire 39th floor of 444 Madi- 
son Avenue, New York City, as well as 
space in the Grand Central Palace Build- 
ing, Lexington Avenue and 46th St., New 
York City, according to an announcement 
by Otis Wiese, editor of the magazine. 

At 444 Madison Avenue, “McCall's 
Magazine” will shortly install three mod- 
ern home-test kitchens, a laundry, an 
equipment laboratory, offices for many of 
its food and appliance editors and a con- 
ference room, Miss Camille Davied, 
Homemaking Editor, states. In the Grand 
Central Palace Building, the newly ac- 
quired space will be used for a home 
furnishing studio, at which rooms to be 
described and illustrated in the magazine 
will be built, decorated and furnished. 

Miss Demetria Taylor, head of the 
McCall Kitchen, Miss Faye I. Hamilton, 
McCall’s Household Equipment Editor, 
Miss Kathleen Robertson, Home Re- 
search Editor, Miss Gertrude Lynn, Miss 
Margaret Murray and other members of 
the magazine’s food and household appli- 
ance department will move their head- 
quarters in a few weeks to the 444 Madi- 
son Avenue address. In these kitchens, 
laundry and laboratory, food and appli- 
ance home tests for the magazine will be 
conducted 

Miss Davied, Miss Elizabeth Woody, 
Director of Food and Food Appliances, 
and other members of the McCall Edi- 
torial staff will continue to make their 
headquarters at the main office of McCall 
Company in the New York Central 
Building, 230 Park Avenue, New York 
City. 


New Job 


E. W. Karnes who was in the 

appliance sales division of G-E 

Supply at Dallas, is now a field 

rep for G-E in the same baili- 
wick 


1181 Air Conditioning 
Plants in Chicago 


Chicago—Chicago continues to lead all 
other American cities in air conditioning. 
Installations in the Windy City totalled 
1181 on July 13 with a combined capac- 
ity of 54,839 Hp. During the first six 
months of 1936, 247 air cooling plants 
were installed, an increase of 34 per cent 
yver the 184 reported in the preceding 
year during the same period. 

Fifty-two restaurants installed cooling 
slants, systems were installed in 

i general offices and three 
air conditioning in guest 


Lo}. E> 


WASHERS 


PRODUCT OF 
GENERAL MOTORS 


SUNLIGHT MOTORS 
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“ Now | 
everybody 





15 tryin g to 
build one 


Wy Ap 





Five sedan Fords placed in service by Boston Edison and 
equipped to make repairs on any electric range on the lines. 


BOSTON EDISON SPEEDS 
RANGE REPAIR SERVICE 


Traveling Repair Shops 
Will Blanket Territory 


BOSTON, Mass. — Electric range 
repair service will be speeded up, in- 


| creased good will of electric range 


users will be reflected by more sales, 
and the average servicing cost on 
range repairs is expected to be mate- 
rially reduced in the metropolitan area 


electric range drawing energy from 
the company’s lines. 

The rear of each truck is fitted with 
portable compartments to permit read- 
justment of compartment sizes as dic- 
tated by changing styles and types of 
range equipment. With the equipment 
regularly stocked on the truck, the 
driver, who is also the repair man, 
may complete a full day’s work from 


served by The Edison Electric Illumin- 
ating Company of Boston. Beginning 
July 1, that utility company placed in 
service a fleet of five Ford automobiles 


the field, maintaining telephone contact 
with the centralized clearing house for 
range service requests. Each of the 
traveling repair shops is equipped with ‘ 
of the delivery sedan type, fitted out | a vise and all of the tools necessary to 
and stocked with all equipment neces- | do a typical “shop” job in the cus- 
sary to make permanent repairs on any | tomer’s driveway. 


| FINANCE HOUSE GIVES SUGGESTIONS 
| FOR CHOOSING A REFRIGERATOR 


| CHICAGO—To enable their cus- | 
| tomers to get the most for their money, | of operation, under American Stand- 
the Household Finance Corporation, | ards Association operation. 
| publishes a series of bulletins entitled, 5. Ice capacity in pounds. 
“Better Buymanship.” | 
Since the smaller refrigerators cost 
more in proportion to food capacities 
than larger sizes, it is well to buy a 
size that will furnish ample space, 
advises the bulletin on Refrigerators. 
Among the things that should be in 
plain sight for the customer is the fol- 
lowing data: 
1. Cubic feet of floor storage space. 
2. Square feet of shelf area. 
3. Temperatures maintained under 
American Standards Association con- 
ditions. 











. there is only ONE 
with these features 


NESCO ROASTMASTER 


4. Electricity required for 24-hours 


6. Nature of refrigeration used. 

7. Test pressure or pressure applied. 

8. Instructions in use of tempera- 
ture regulating device. 

9. Name and address of organiza- 
tion from which maintenance and re- 
pair service may be had. 

10. Whether refrigeration is listed 
by Underwriters Laboratories. 


ye 


22% Greater Dinner Capacity 


Because of oval design 





> 


Insulated Stainless Steel Cover 


Positive Protection against rust, tarnish, food acid and salts 


Patented One-Lift Pan Set 


Cool Wire Lifting Handles and Stainless Stee] End Pan Covers 


Full Porcelain Enameled Finish 


Stain Resisting and Easy to Clean 


je 


Depreciation may be figured at 10 
per cent each year on mechanical re- 
frigeration and 5 per cent a year for 
ice refrigerators, the booklet declares. 





ye 





Delicious Electric Roaster cooking and baking has 
Here is a tribute to the NESCO 
ROASTMASTER that will put profits into your Fall — 


Holiday Promotions. Increasing thousands are asking 


swept the nation! 





for and buying—the greater convenience and economy 
in meal preparation — and this demand is aimed 
towards the ROASTMASTER. 





One of the most powerful and live wire merchandising 
programs ever given Electrical Home Appliances will 
help you to ready Sales Volume and Profit with NESCO 
1936 ROASTMASTERS. Write now for your promotion- 
al material — and for full information on 
hehe the NESCO $150.00 window trim contest. 


PROooUCT 


NATIONAL ENAMELING AND STAMPING COMPANY 


Electrical Division: 270E NORTH TWELFTH STREET, MILWAUKEE, WISCONSIN 





Estate electric ranges have taken to the road this year “in 
person”, in five luxuriously equipped motor trailers. According 
to Walter S. Rowe, merchandising manager, the trailers will 
work closely with distributors calling on dealers and dealers 
will use them to call on consumers. Five Estate representatives 
accompany the caravan: George E. Dunn, sales manager, electric 
division; W. M. Dodson, George F. Kuzell, Marshall Roberts, 
George Roosa, and Frank Pulson. 
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SLIP YOUR SALES INTO HIGH 





with 
these 


LOW-STRETCH 
SLIPLESS BELTS 


Tt ERE are two simple reasons 
why you can do more business 


with Goodyear Fractional Horse. 





power V Belts. 


First, Goodyear V Belts are the 
most nearly stretchless made — last 
up to twice as long as others with- 
out slipping — as hundreds of tests 
have proved. That means satisfied 


customers, repeat sales. 


Second, the Goodyear line includes 
over 200 sizes to fit all standard 


makes of refrigerators, washing 





machines, water pumps, 





stokers, oil burners, 





Elastic Envelope tokes the weor 


cord section .. 


transmits lood to the heovy 
- protects carcass 











beer pumps and miscel- 
laneous light machinery. 
You are in a position 


to sell every customer 







Reinforced compression 
section 


High tension section 








Heovy cord lood 





carrying section 
in nevtrol plone 

















exactly what he needs— 


make more sales, bigger 


profits. 


Goodyear Belts sell 
themselves because the 


public accepts ‘the 
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WHY GOODYEAR V BELTS 
STRETCH LESS WEAR LONGER 


The load is carried by a high-tensile endless 
cord, located at a point where there is least 
distortion in flexing — a Goodyear-developed 
construction that eliminates the internal 
friction common in multiple ply belts and 


‘insures a longer-wearing, non-stretching, non- 


slipping belt. The cover is a close-woven 
fabric designed for quiet operation. 


1936 


. : Fe . 
GOOD, YEAR 


Endless Cord \/ Belts 





greatest name in rubber” as a 


guarantee of highest quality. A dis- 
play is all you need—and the hand- 
some metal wall rack illustrated 


above is furnished with any of 
Goodyear’s standard assortments. 
To get yours, call your Jobber, or 
write Goodyear, Akron, Ohio, or 
Los Angeles, California. Application 


Guide will be sent upon request. 
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lowest Cod 
Slectrety 
at the lowch 
d« Bult 


GET ON THE 


PIONEER 
BAND WAGON 


ere’s a NATURAL for 
Hl Ssocceiest dealer with rural 
trade. 6,000,000 farmers NEED 
electricity. Now—for the first 
time—they can make their own at 
LOW COST—with their own 
Pioneer Gas Electric Power Plant. 


With these 









efficient new private 
power plants they can operate 
,-LECTRIC LIGHTS, RADIO, 
LECTRIC WASHER and other 
I 


TY conveniences at low cost. 


Are Ask anyone 
who knows Pioneer! Pioneer's 
amazing success is one of the 
talked-of SENSATIONS of the 


electrical industry! 


E 
F 
( 


they buying? 


Get on the Pioneer Band 
Wagon! Let us GIVE YOU the 
leads we develop with our Stream- 
lined Demonstration Cars, our 
Exhibits, our Farm Paper Ads! 
Let us put our IN-ACTION WIN. 
DOW DISPLAY in YOUR win- 
dow! Let us supply YOU with our 
Colored Handbills! Get on the 
Pioneer Band Wagon. Mail the 
coupon for full details. 


PIONEER 
POWER PLANTS 


“OTHER PIONEER PRODUCTS on 
Band” Dynamotors, “Red Seal” Gen-E- 

tors. Rotary Converters in various sizes ane 
voltaoes 










To Pioneer Gen-E-Motor Corporation 
468-P West Superior St Chicago, tt! 
( . New York 
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ALL THE = om NEED 


pence 
PIONEER GEN-E- 


466 WEST SUPERIOR STREET CHICAGO NL 








“GRAND CHAMPION” - PIONEER “CUB” 

_ m ) watts, self-excited, push-button /™asine 200 watt gas-electric plant to sell 
tart list—the most practical low-cost {0° $44.95 with long profit! Direct drive 
— . bot. but 110 volt Push-button — starting Built-in ammeter! 
ight amt on the arke Sa ut volts, Also “Baby Jumbo” gas electric plants with 
DC 800 watts, § — *, magneto ignition: 6, 12 volts, 150 and 200 
Gold ¢ oh AC plar al : watt me 12 $2. 110 volts, 250 watts DC 

wa lis 

: 


mAIL THIS COUPON! 


v0 & 
AATERNAT OS Ee Sobact WueereeT* 


n Cub 


Supphies the POWER 
For these LIGHTS 








1 





aout CULO 
of et Ral, Pee! 


PIONEER 


POWER PLANT 
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August Jaeger, water 
heater specialist, has been 
named manager of Hot- 
point water heater sales. 


D. C. Marble, formerly as- 
sistant manager of Hot- 
point range sales has been 
appointed sales manager. 





New Positions cf the Mouth 





General Cable 


General Cable Corporation has an- 
nounced that Mr. Howard E. Eagleston, 
formerly Pacific District Manager, has 
been appointed general sales manager 
with headquarters at 420 Lexington 
Avenue, New York City. 

This appointment effective as 
September l, 1936. 


is of 


1.E.S. 


G. Bertram Regar, Manager, 
Department, Philadelphia Electric Com 
pany, has been elected as President of 
the Illuminating Engineering Society, and 
will assume his new duties as the 32nd 
President of the Society on October lst. 
Other officers elected who will serve with 
Mr. Regar include Prof. H. B. Dates, 
Case School of Applied Science, Cleve- 
land, Ohio, and D. W. Atwater, W esting- 
house Lamp Company, Bloomfield, N. J., 
Vice-Presidents; A. D. Cameron, Holo- 
phone Company, Inc., General Secretary; 
W. F. Little, Electrical Testing Labora- 
tories, Treasurer. New Directors to serve 
for the next three years are W. C. Brown, 
General Electric Company, Cleveland, 
and Norman B. Hickox, Curtis Lighting, 
Inc., Chicago. 


Lighting 


Crosley 


Harry L. Roper, for seven years 
Crosley district manager in the state of 


Texas, has organized the Alamo Distrib- | 


Co., Inc., with headquarters at 
Antonio, to distribute Crosley 
Shelvador electric refrigerators, 
Savamaid electric washers and other 
Crosley products. Mr. Roper is vice- 
president and general manager of the 
new company. As Crosley district man- 
ager he made an outstanding record. He 
is personally known by practically every 
dealer in the territory, and his many 
friends in the trade will be pleased to 
know that he now in a position to 
serve them with his own company. 
Succeeding Mr. Roper as district man- 
ager in his old territory is H. F. Clay- 


uting 
»>an 
radios, 


is 


ton, for four years sales representative 
for the Prima Manufacturing Company 
in Ohio 


Westinghouse 


The appointment of Adam F. Loecher 


1S 


as department store supervisor, an- 
nounced by R. C. Cosgrove, manager 
household refrigeration sales, Westing- 


house Electric and Manufacturing Com- 


pany. 
Ten active years in the department 
store and refrigeration wholesaling and ' 
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retailing field has prepared Loecher for 
his position as department store super- 
visor, household refrigeration sales, with 
the Westinghouse Company. His new 
responsibilities will necessitate not only 
his supervision of department store con- 
tacts, but will include the various phases 
of sales promotion, advertising, and ed- 
ucational work in this particular field 
He will also be active in directing the 
relationship of Westinghouse refrigera- 
tor distributors with department store 
organizations. 

Loecher will maintain his office at head- 
quarters of the Westinghouse Merchan- 
dising Division in Mansfield, Ohio. 


John Falkner Arndt 


John Falkner Arndt & Company, Phil- 
adelphia advertising agency, announces 
the addition to its Creative Staff of 
Frank Strockbine, formerly advertising 
manager of Proctor & Schwartz, Inc., 
Philadelphia, manufacturers of textile 
drying machinery and also its electrics 
division, Proctor & Schwartz Electric 
Company, makers of Proctor Irons, toast- 
ers, wafflers and portable cookers. Mr. 
Strockbine, previous to his 17-year con- 
nection with Proctor & Schwartz was 
associated with Stephen F. Whitman & 


Son, Inc., confectioners, also of Phila- 
delphia. 
Byllesby 
Robert J. Graf of Chicago has been 


elected president of H. M. Byllesby and 
Company to succeed the late John | 
O’Brien. He has been first vice-president 
since 1924. 

Joseph H. Briggs, 
been elected chairman 
committee. 


vice-president, has 
of the executive 


Standard G & E 


Sernard W. Lynch has been elected 
president of Standard Gas and Electric 
Company, succeeding John J. O’Brien 
who died August 7. Mr. Lynch has re- 
signed as director and vice-president of 
H. M. Byllesby and Company with which 
he has also been associated 


for many 
years. 
National Union 
Mr. R. M. Coburn has been appointed 


general sales manager of National Union 
Radio Corporation of N. Y., according to 
an official announcement released this 
week by Mr. S. W. Muldowny, National 
Union’s Chairman of the Board. 

During the several years of his asso- 
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From the Fair Store and 
the Davis Store comes 
James H. Bunn as head 
of the Goldblatt’s new 
Loop Store in Chicago. 





R. M. Coburn has been 

appointed general sales 

manager of National 

Union Radio Corp., of 
New York. 


ciation with the National Union organ- 
ization, Mr. Coburn has served in the 
capacities of Sales Statistician, Office 
Manager, and more recently, Assistant 
Sales Manager. 


Hot Point 


Announcement of two important exec- 
utive promotions in the Hotpoint sales 
organization has just been made by R. W. 
Turnbull, vice-president and general 
sales manager of the Edison General 
Electric Appliance Company, of Chicago. 

D. C. Marble, for the past two years 
assistant manager of Hotpoint range sales, 
has been appointed range sales manager. 

August H. Jaeger, widely known in 
the industry as a water heater sales 
specialist, has been appointed manager of 
Hotpoint’s water heater sales. 


Goldblatt 


New Loop Goldblatt department store 
in Chicago will be headed by James H. 
Bunn, who for nine years had a similar 
job with the Davis Store, which was 
taken over by Goldblatt in September. 
New policy of the store is to let go both 
barrels at appliances, filling the entire 
seventh floor with them. An oil burner 
line has been added. Jim Bunn’s first job 
was at The Fair store in Chicago where 
he was hired by Roxy Ryan, now with 
Montgomery Ward & Company. His sec- 
ond job at the Davis Store was the result 
of a meeting with Herman Price, now 
with Sears Roebuck 


Manz Corp 


The Manz Corporation, large Chicago 
advertising printers, announce the ap- 
pointment of E. L. Jeanmaire as District 
Sales Representative for Ohio, eastern 
Indiana and western Pennsylvania. 

















To the DUCK, water is not wet. 
His soft down and feathers 
keep him warm and dry. 
Thus, Nature equips him 
with good PROTECTION. 


HROMEL heating-element wire has its own Protection, too— 
against “burn-out”. That is, in use it forms its own pro- 
tective covering which the air and its oxygen can scarcely 
penetrate. This gives such fine durability to the wire, that it 
resulted in the establishment of the heating appliance indus- 
try—with the discovery of Chromel in 1906. This durability of 
Chromel, in turn, serves to protect your own good name as a 
dealer—when you sell devices that are Chromel equipped. .. . If 


you are interested in Heating Unit Design, send for Catalog-K (M). 
HOSKINS MANUFACTURING CO. * DETROIT, MICHIGAN 
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FREE DEALER SALES HELPS | 


FROM LEADING MANUFACTURERS 





Build 


increased sales and bigger profits by 
SALES HELPS. 


Circle the key number on the coupon and return it . 


sending for these free DEALER LITERATURE 
. « there is no cost to you 








Altorfer Bros. Co.: “ABC Iron- 
ers, A Sales Manual For The 
Retail Salesman” is the title of 
a new selling manual just off the 
press, ready for dealer distribution 
also a late folder for counter use, 
Form No. A-231 featuring ABC 
Washer Model 156. No. 1. 


Alliance Mfg. Co.: Three snappy 
color pages have come to our 
attention featuring and describing 
the new popular Alliance Electric 
Mixer, Powr-Pakt Defroster and 
Whirl-Pool Speed Mixer and 
describing in a manner which will 
be most helpful to dealers. No. 2. 


Anchor Stove and Range Co. 
Inc.: Dealers are now receiving 
bulletins No. 1236 featuring Anchor 
Kolstoker Cabinet Models; No. 
636 showing Anchor Bin Feed 
Kolstoker; No. 536 describing 
Automatic Heat by Anthracite 
Model Kolstoker and No. 336 
Heavy Duty Industrial Model 
Kolstoker. No. 3. 


Arkay Laboratories: New “Lite- 
time” Refill Fuse is described in 
detail and illustrated in a folder 
that is available to dealers for use 
over the counter or as a mailing 
piece. No. 4. 


Atlas Resistor Co.: 1937 Atlas 
Resistor catalog illustrates, reviews 
and lists specifications on wire 
wound resistors for commercial use. 


No. 5. 


Borg-Warner Corp.: Norge Heat- 
ing and Conditioning Division; 
Norge have just released three 
pieces of dealer literature, one 
large broadside illustrates and 
describes the Norge Oil Burning 
Circulator ; another envelope stuffer 
features home conveniences of 
Norge Heat Circulators and the 
third gives many selling ideas and 
pointers on the new Norge Oil 
Burning Hot Water Heater. 
No. 6. 


Briggs & Stratton Corp.: Have 
just issued a sales manual and 
instruction book on the new 6-volt 
200-watt “Power-Charger” battery 
charging unit and lighting plant 
for rural markets. No. 7. 


Burgess Battery Co.: Catalog Form 
No. 3644 incorporates a newly cre- 
ated merchandising division, “Bur- 
gess Profit Builder’s Section,” 
which will provide a means for 
interchange of correspondence 
direct with customers. No. 8. 


Carrier Corporation: Carrier have 
recently issued a bulletin, “Home 
Air Conditioners and Home Fur- 
naces,” with detailed specifications. 
A folder “All Year Comfort 
Brought To Your Home” describ- 
ing year round air conditioning 
and automatic heating using oil 
or gas is ready. No. 9. 


Driver-Harris Co.: “Nichrome”’ is 
the title of the new Driver-Harris 
R-36 catalog which includes 68 
pages of valuable data and specifi- 
cations pertaining to the selection 
of alloys used for electrical, 
mechanical and chemical purposes. 
No. 10. 


Edison General Electric Appli- 
ance Co. Inc.: Two colorful bul- 
letins numbers F-683 and F-575 
illustrate and describe the many 
features of Hotpoint _ electric 
ranges. No. 11. 


Edison Electric Institute: The re- 
cently issued “Plan Book” con- 
tains a clear concise explanation of 
the Electrical Housewares Program 
activities, and a detailed descrip- 
tion of the Second National 
Electrical Housewares Week Cam- 
paign. No. 12. 


Franklin Oil Heating Inc.: A bul- 
letin fully describing the Marr 
Automatic Oil Heating system is 
available for dealer distribution. 
No. 13. 


Frankelite Co.: Have just released 
a broadside illustrating and de- 
scribing a complete line of I.E.S. 
Better Sight Lamps and a smart 
group of Frankelite I.E.S. Birth- 
day Specials. No. 14. 


Guth Edwin F. Co.: Catalog No. 
30 “Triple A Alzak Reflector 
Industrial Lighting Units” fully 
describes and illustrates this new 
line of lighting units for use in 
stockrooms, warehouses, large dis- 
play rooms. No. 15. 


Hankscraft Co.: Two dealer cat- 
alog sheets contain photographs, 
descriptions and prices on the new 
Hankscraft electric Egg Cooker 
and Egg Service Set. No. 16. 


Johnson Motor Co.: A new de- 
scriptive and illustrated broadside 
designed for use as a window and 
wall poster, featuring a large pic- 
ture of the Iron Horse Generator 
Plant, the price, the 300 watts, 12 
volt capacity and twenty-one qual- 
ity features, is being sent to dealers. 
No. 17. 


May Oil Burner Corp.: May issue 
new “Heat-An-Aire Conditioner” 
folder which explains the advan- 
tages of split system heating and 
tells of the year round domestic 
hot water feature. No. 18. 


LaSalle Lighting Products Inc.: 
The new 24-page catalog prepared 
by LaSalle shows a complete line 
of 1937 lighing units and adaptors 
and special fast selling floor dis- 
play. No. 19. 


Motor Servicing & Mfg. Co.: 
Roto-Beam Air Circulators by 
Motor Service are pictured, with 
complete testimonial and installa- 
tion records, specfications and other 
valuable data regarding air circu- 
lation, in a large loose leaf dealer 
folder. No. 20. 


Pass & Seymour Inc.: “Planned 
Electrical Wiring For More Con- 
venient Living” a new booklet by 
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P&S fully records the application 
of wiring systems, devices, switch 
plates, lighting fixtures, etc., to 
the modern home. No. 21. 


Perfection Stove Co.: Two full 
color booklets showing Superfex 
Oil Burning Heaters and Perfec- 
tion Portable Oil Burning Heat- 
ers, their features, convenience 
and economy in the home, are 
available for dealer distribution. 
No. 22. 


Proctor & Schwartz Electric Co.: 
Waffle Irons, Toasters and tray 
sets made by Proctor are described 
in two bulletins recently sent out 
to the dealer trade. No. 23. 


Rodale Mfg. Co.: Rodale’s com- 
plete 20 page catalog listing 
wiring devices, lamps, cords and 
electric plugs, etc., will be of 
value to dealers and service men. 
No. 24. 


Standard Electric Stove Co.: 
Complete details are shown on the 
full line of Standard Electric 
Ranges in the new giant broadside 
No. A-247. Range folder No. 
A-256 and dealer letter heads No. 
A-258 are also available for distri- 
bution. No. 25. 


Swartzbaugh Mfg. Co.: An inter- 
esting consumer folder illustrating 
and describing the ““Everhot Rang- 
ette,” a miniature electric range 
taking less than 214 square feet, 
has just been released for dealer 
use. No. 26. 


Webb & Co., C. J.: Catalog sheets 
and folders giving prices, descrip- 
tion and specifications on the new 
line of “Slingabout” padded jackets 
to protect washers, radio sets, 
ranges, refrigerators, sewing ma- 
chines, etc., can be obtained upon 
request. No. 27. 


Westinghouse Lamp Co.:  []lum- 
ination Handbook is now available 
in the revised edition at a nominal 
charge. The Handbook fits into 
the coat pocket and offers a com- 
plete concise encyclopaedia of 
lighting. No. 28. 


William Brand & Co.: A new cat- 
alog, Number 11, listing the vari- 
ous types of electrical insulating 
materials manufactured by Wil- 
liam Brand will be sent on request. 
No. 29. 


ACT TODAY 








RETURN COUPON 
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Prize-winning salesmen and dealers from Illinois, Indiana and 


Missouri were given a free trip 


field, la., recently in a sales contest sponsored by Fairbanks, | 
Morse & Company, local distributors of Dexter washers. | 





to the Dexter factory at Fair- 





WESTERN MASS. SELLS 635 RANGES, | 
3,106 REFRIGERATORS IN DEALER DRIVE 


SPRINGFIELD, MASS.—AIl records | 
for dealer refrigeration and electric range 
campaigns were broken in the Strato- 
sphere sales contest recently concluded | 
by the cooperating dealers of the West- 





Campbell Wood, Kelvinator 

director of utility sales; J. S. 

“Scotty” Sutherland of Alabama 

Power and H. W. Burritt of 

Kelvinator, chat after a recent 
visit. 








Standard Stove Distributors 


The Standard Electric Stove Company | 
has appointed Mr. F. J. Klousner of | 
Meadville, Pennsylvania, district repre- 
sentative for northwestern Pennsylvania 
and southwestern New York. 

New distributors recently appointed in- 
clude the Northeastern Radio, Inc., of 
Hartford, Connecticut, Charles E. Hayes 
Company of Springfield, Massachusetts, 
and the Griffith Distributing Corporation 
of Indianapolis, Indiana. 








| berg-Carlson Telephone Manufacturing 


Nuff said! 


ern Massachusetts Companies according 
to Charles P. Golding, general sales man- 
ager. A total of 635 electric ranges and 
3,106 refrigerators were sold in the 
campaign. 

The Burden-Bryant Company in 
Springfield carried off top honors with 
307 per cent of quota. In the Pittsfield 
area, the Meyer Store came out on top 
with 150 per cent of quota and in 
Greenfield, Griggs, Inc., was first with 
200 per cent of quota. 

Salesmen winning in the campaign will 
be given a free “mystery” trip which have 
become increasingly popular during sales | 
campaigns in this territory in the past. 





New Toastmaster Models 
Hitting Hot Pace 


Minneapolis—Unit production up 155%, | 
sales 180% over last year, and the fac- | 
tory working day and night at top speed 
is the enthusiastic report of Kenneth C. 
Gifford, sales manager of the Toastmaster 
Products Division, McGraw Electric 
Company, Minneapolis, for the first month 
following the formal announcement of the 
1936-37 Toastmaster line to the trade. 

As further evidence of this boom in 
Toastmaster sales, the factory personnel 
has been increased 25% to take care of 
the insistent demand, and salesmen have 
been added in the New England and 
Southwest territories. The general ad- 
vertising campaign, which is the longest 
in the company’s history, breaks Septem- 
ber 14. 





Stromberg Signs Tennessee 
Distributor 
ROCHESTER, N. Y.—The Strom- 


Company of this city has just announced 
the appointment of the Middle Tennessee 
Electric Company as distributors for 
their line of radios and parts in this 
section. The Middle Tennessee Electric 
Company will serve the counties and 
territory in the central part of Tennessee, | 
east of the Tennessee River. 





For Arthur R. Lindburg 
St. Louis 
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Wire A PROFIT-MAKING PRODUCT . .. the Proctor 
Roast-or-Grille! Here is the first all-purpose electric 
cooker! A cooker that has extra appeal to women be- 
cause it has extra functions! A cooker with grille-in- 
lid that adds broiling, grilling, browning and toasting 
. .. to the ordinary functions of roasting, baking and 
steam cooking! A cooker that has proved an outstand- 
ing profit builder. And an appliance that is ideal for 
November promotion. 

WITH A PROFIT-MAKING PROMOTION. ..including 
a 10-Day Free trial offer, special turkey window dis- 
play, counter cards, mailing folders, newspaper mats 
and electros .. . and a cooking school suggestion all 
geared into a selling PLAN. 

AND WITH A PROFITABLE DEAL... that nets you a 
FREE Roast-or-Grille for the family or for anextra profit. 


GET READY—GET THE DETAILS FROM 
YOUR JOBBER OR US! 


PROCTOR & SCHWARTZ ELECTRIC COMPANY 
7th & Tabor Road, Philadelphia, Pennsylvania 
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Ou BE READY? 





All the signs and portents known to busi- 
ness point to a walloping big Christmas 
season. Will you be ready with an ample 
supply of General Electric Self-starting 
Clocks? 


There is no finer gift — nor one that suits so 
many pocketbooks. There’s a G-E Clock 
for every room in every house — for every 
(black. oblong) person and every taste. 


Someone is going to sell a lot of clocks. 


Why not you? The Boy Scouts have a word 


for it — Be prepared! 


GENERAL @ ELECTRIC 
Self stating Cid 


APPLIANCE AND MERCHANDISE DEPARTMENT, GENERAL 
ELECTRIC COMPANY, BRIDGEPORT, CONNECTICUT 














Will You 
Take a Check 


HE electrical dealer who is faced 

with the necessity of answering 
this question when asked by a cus- 
tomer who is unknown to him may be 
interested in the simple rules laid 
down by the police department of Ta- 
coma, Wash., who have developed an 
effective system for minimizing losses 
from bad checks. They advise mer- 
chants to ask the following questions 
of all strangers presenting checks: 


1.Is the home address on the 
check? Clerks are required to 
see that it is and to check the 
street number with the city di- 
rectory or telephone book. 


. Has the stranger a driver’s li- 
cense, check signature or bank 
book to prove his identity? 
Names of husbands or wives 
are also asked and name of em- 
ployer. These are checked, at 
least partially. 

3.Can he name his neighbors? 

The answers are checked with 

a street directory. If doubt still 

exists, the stranger is asked 

whether he owns his home 

(this can be verified from the 

directory) and if his neighbors 


own theirs. 


bo 


Working through credit associations, 
the Better Business Bureau and by 
broadcasting these rules on all occa- 
sions, the Tacoma police department 
has definitely curbed the bad check 
menace in that city, which is said now 
to have one of the lowest records in 
the country. Losses from bad checks 
in Tacoma during 1935 amounted to 
only $2886.80. Settlements were made 
in 173 cases and 27 persons were ar- 
rested. This is less than one-half the 
loss suffered in 1931 and the figures 
are constantly being improved. 


Prospects From 


Old Lists 


OW is the time to go through 
Nite old prospect files and check up 
on prospects who were unable to buy 
appliances several years ago, accord- 
ing to L. A. Stemler, The Stemler Co., 
Palmerton, Pa. Increased earnings 
during the last year and better pros- 
pects for the future have brought 
many of these old prospects in the 
market. 

“We did not destroy our prospect 
cards in past years,” said Mr. Stemler, 
“but placed them in an inactive file 
for future reference. A large portion 
of the appliances we sold during the 
last six months were placed with cus- 
tomers who a few years ago were un- 
able to buy or who did not buy then 
because of fear that future conditions 
might be worse. 

“While we are continually working 
to develop new prospects, we find that 
our most fertile contacts at present 
are names taken from the old prospect 
files. Many of these old prospects 
were thoroughly sold on the need of 
some major appliances. It is no longer 
necessary to create the desire but to 
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renew the sales effort and close the 
sale. 

Mr. Stemler checks over the old 
prospect cards and notes the reasons 
for not buying several years ago. 
Then he obtains information on the 
changes since then in the prospect’s 
financial ability to buy. If he is a 
salaried worker with regular employ- 
ment and earning enough to warrant 
further contacts, his name is placed on 
the active list for immediate contact. 
If he is a small business man, it is 
assumed that his business during the 
last year has benefited from the up- 
ward trend. 

“Our success from contacting old 
prospects so far indicates that we will 
be able to sell many more of them 
during the next year,” said Mr. Stem- 
ler. “Our prospect cards cover the 
entire list of major appliances. Where 
we find that an old prospect has made 
1 purchase we check that item on the 
-ard and at the same time find whether 
he should be listed as a possible pur- 
chaser of some other item.” 


Refrigerators Sell 
In The Store 


66 OTH refrigerators and radio 
can be sold as store business’’, 
says M. C. Jennings of the Electrical 
Equipment Co. of Phoenix, Ariz. The 
store maintains no outside sales force, 
but does considerable newspaper and 
radio advertising—and when the cus- 
tomer comes in, it proceeds to make 
the sale. Air conditioning, as an auxil- 
iary to its electrical refrigeration sell- 
ing, has become an important part of 
the store’s business. One feature of 
the company’s place of business is the 
fact that the entire side of the build- 
ing is of glass, turning the display 
room into one vast window display. 
This is brightly illuminated at night 
and is opened for business until 
9 p. m. Night time is often the best 
time of day, paradoxically, in warm 
climates, where husband and wife may 
stroll out in the evening in a receptive 
mood for buying. The outside sales- 
man of other stores frequently makes 
his most telling call in the evening — 
and conversely the Electrical Equip- 
ment Company finds that they must 
remain open nights for the customer 
to call upon them. “Once they come 
in,” says Mr. Jennings, “We show 
them that we have the assortment — 
and we make the sale.”’ 


Selling The 
Wife First 


F you see a man in southern Cali- 
I fornia with a three star pin in his 
buttonhole, that means that he is the 
proud owner of an electric range, an 
electric water heater and an electric 
refrigerator in his own home. Two 
stars represent any two of these de- 
vices, one is the badge of the single 
appliance. But woe be the electrical 
man who wears no pin at all, for that 
means that he lives in the dark ages of 
primitive inconvenience and has not 
been able to sell his electrical equip- 
ment even to his own wite. 





( 


-and HAVE 


































FIVE 
MODELS 


ranging from $49.95 upward. 
(Slightly higher in West.) 
Several available with gaso- 
line engine power. Also the 
new Automatic Save-A-Day 
Ironer. 


“A PIECE OF 


SEND THE COUPON =! 
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© ‘FAT your CAKE 








A GUARANTEE THAT 
PROTECTS YOUR PROFITS 


Because the “Stokes” protected ball-bearing trans- 
mission on Automatic Washers is so finely and 
accurately constructed, so strong, durable and 
efficient, it is covered by this broad and excep- 
tionally liberal Guarantee which safeguards your 
profits. We pay you for your labor in changing 
the transmission and returning the defective one 
freight collect to us. That’s why we say “You can 
eat your Cake and have it, too” if you handle the 
profitable Automatic Line. 


The 1936 Line of 
Automatic Washers 


Gives Dealers What They Asked For 
1. A complete line. 

2. A line with real quality. 

3. “Eye Appeal” in every model. 

4. Exclusive sales advantages. 

5. Effective merchandising helps. 

6. A worth while profit. 


Automatic gives you all these, 
including “the best profit in 
the industry.” 


AUTOMATIC WASHER COMPANY 
202 W. Third St. Newton, lowa 


Automatic Washer Company, 
202 W. Third St., Newton, Iowa 


Yes! I'd like to “eat cake’’ for a ange 
Send along your proposition 
Dealer's Name 


City.. State 


Address 
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Review of New Products 











WHITING Stokers 


lhiting rf larvey, Ill 
e: New line of Whiting under 
feed stokers 
Description: Outstanding feature 
the Whiting way heat contro 
with 5  frequencies—dbordinates 
transmission feedit peed, air suy 
ply, frequency of t-fire act 
length of pilot feeding time and 
eat anticipator ompletely 
ed and equipped with hermet 
ally-sealed timer; other features ar 
dual-draft burner; gas eliminator 
with which air-tight hopper is 1 
required; low hopper; full splas 
system of lubrication with 1-spot 
I 


iling through self-leveling 


rced-draft air system with alun 


UNIPART 
Planning Sets 


Associates, 2 Stone St., 


New York, N.Y. 


levice: Unipart kitchen planning sets 
K and KF. 
Description: Sets comprise wooden 
wall sections of various sizes that 
an easily be joined with rubber 
keys to form layouts of rooms and 
whole floors; scale is % in. to the 
ft.; equipment represented by neatly 
folded cardboard scale models; wall 
cabinets have tabs for insertion into 
wall joinings where rubber keys 
hold them in place ; no tools, no 
glueing, cutting or fitting; set-up 
can be folded and slipped into brief- 
ase; Set “K” especially for kitchen 
planning contains assortment of 
units which will permit setting up 
ff any kitchen lay-out; contains 
500 ft. wall length, doors, windows, 
ind other accessories in wooden 
carrying case fitted with suitcase 
hardware. Set KF, skeleton set for 
field work containing same variety 
yf units as set K but less in num- 


ber. 
Price: $38.—Electrical Merchandising 
October, 1936 





General 





G-E 


Sunlamps 


Electric Co., Appliance & 
Mdse. Dept., Bridgeport, Conn. 


Models: California, Florida and Ber- 


muda. 


Description: Specially designed auto- 


~ 


’yices: 


transformer provides proper lamp 
voltages; on-and-off switch in base 
for foot control; 110-120 volts, a.c. 
only. 

California and Florida models use 
Type S-1 Sunlight Mazda; special 
reflector gives maximum ultra-vio- 
let effectiveness ; 3-point bracket ad- 
justment for tilting; sliding arm ad- 
justment permits height variation of 
12 in.; statuary bronze enamel fin- 
ish; 66% in. high. 

3ermuda model equipped with G-E 
safety reflector which directs ultra- 
violet uniformly; special reflector- 
arm adjustment permits height va- 
riation of 25 in. statuary bronze fin 
ish; 65 in. high. 

California, $54.95; Florida, 
$42.95; Bermuda, $26.95.—Electrical 
Merchandising, October, 1936. 








num squirrel-cage fan; capacitor 
type n r with thermostatic, built 
overload protection; completel 
welded burner base assembly 5 
peed drive, ratchet-type transt 
1 Standard domesti mod 
available in capacities of 20 t 4) 
Ibs. bituminous coal per thr. ; Standar 
mercial model with refractor 
tting ipacitie f @ to 150 1 
er hr Ele try Ver ’ ’ 
) er 193 
rif ( tal hedr 1 
A I larn i k 
ti ise 4} high 
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vith ivory front pla ri 
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treated imerals on black band 
ream center; radium treated hands 
ctagonal clock with satin gold 
enter and lored numeral band 
irror finish blue or rose glass 
sendarme alarm; molded black with 
ld beze ind i or n 
y with gold 
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TELECHRON Clocks 


ren Telechron Co., Ashland, Mas 


Risewell with 
illuminated 


metal front; 
translucent dial 





by } 41 miniature Mazda lamp. 
[raymore, brown mahogany on 
molded black plastic base; “Clois- 


finish dial 
Usher, black molded or 
ivory molded case. 
Sparkler, black plastic radium- 
treated dial alarm; also available in 
molded ivory with gold trim 
Casino, blue glass, oval boudoir 
1, mirror finish, light blue dial 
mber glass with lavender dial; 
imitation “Cloissone” dial finish; 
ivory molded plastic base. 
Advisor, new style kitchen “r 


antique 


ora 


minder k k”’: my Ided black plas- 
t special dial and hand permits 
setting of alarm in 5 min. intervals 
(;racewood, brown mahogany clock 


i 


9 dining room; modern 
skeleton Arabic numerals; cherry 
base. Thrush, automatic 24 hr. 
alarm with luminous dial; molded 
black plastic; radium treated hands 
and numerals. Meadowlark, alarm; 
brown mahogany or cherry wooden 
cases with black wooden bases. 


for living 


Prices: Constable, black case, $4.75; 





ivory, $5.25; Sheriff, black, $5.75; 
ivory, $6.25; Iris, $5.95; Gendarme, 


black, $4.95; ivory, $5.50; Tribute, 
$12.50; Baron, $8.95; Swarthmore, 
$14.50; Organizer, $9.95 Clarion, 


$6.50; Risewell, $8.50; Traymore, 
$8 50 ; Usher, black, $3.75; ivory, 
$4.25; Sparkler, black, $5.95; ivory, 


$6.50; Casino, $7.95 ; Advisor, $4.95; 
Gracewood, $8.95; Thrush, $7.50: 
Meadowlark, $6.95.—Electrical Mer 


handising, October, 1936. 
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ALLIANCE 
Mixers 

The Alliance Mfg. Co., Alliance, Ohio 

Device: Power-Pakt Model H and 
Whirlpool. 

Description: Both models beat eggs, 
whip cream, stir beverages; equip- 
ped with induction type motor, 110 
120 volts a.c. only on plate which 
fits over bowl; 25 watt consump- 
tion; no radio interference. 
Power-Pakt Model H motor hous- 
ing available in pastel yellow, red, 
green and jet black; 1% pt. blue 
mixing bowl equipped with cover 
to avoid splashing; plated agitator 
and shaft. 

Whirlpool model motor housing and 
plate finished in green enamel; 
pt. transparent measuring pitcher 
equipped with cover.—Electrical 
Merchandising, October, 1936. 





EASY Washers 


Easy Washing Machine Co., Syracuse 
i we 


Models: 2B, 3B, 4B, 5B, 4D 

Description: New line stream-lined 
white porcelain washers especially 
styled for modern interior; Easy 
Turbolator action with 3-zone wash- 
ing; Model 2B equipped with new 
“safeguard” wringer with super- 
safety roll-stop control instant re- 
lease of guard and self-reversing 





drainboard; available with or with- 
out pump 

Model 3B wringer equipped with 
Guardian bar release with auto- 
matic protection by throwing rolls 
wide on contact. 

4B designed for large household, 
oversize model with increased ca- 
pacity and washing speed ; automat 
safety wringer with self-reversing 
drainboard. 

5B large tub, extra capacity an 
automatic wringer with 
strike-type safety release and self 
reversng drainboard. 

4D equipped with Easy damp-dryer 
water extractor; Easy electric pump 
and cord holder. 

Models 2B, 3B, 4B and 5B are also 
available with 4-cycle’ Briggs 
Stratton gasoline motors.—Ele 
trical Merchandasing, October, 1936 
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- Were IGNORANCE Means 


YOU MISS MANY A SALE BY SAYING, "I 


DON'T KNOW." DO YOUR SALESMEN KNOW 
ALL THE ANSWERS ABOUT MONEL METAL? 











OW many of these fine ranges are on your floor 

right now? Some of them—perhaps all. And you 
have other famous makes, topped with that lustrous 
as-silver but tougher-than-steel Nickel alloy, Monel 
Metal. 

Give your Monel-topped ranges the spotlight on 
your floor . . . they'll pay their way, and more. But— 
get your salesmen all set to answer your customers’ 
questions about Monel Metal 

We have all ready to send you, your FREE copies 
of “Questions and Answers” on Monel Metal. Wo 
men the country over are interested in Monel Metal 
Big space national advertising has seen to that. And 
when they ask your salesmen questions about it, it 
just doesn’t do to fumble for an answer 

Two kinds of questions you get from prospects: 
“‘What does Monel Metal do?” and “Why?” Not so 
many of the first, for women know the answers. They 
know Monel cannot rust, cannot crack, chip, or peel 
That it’s solid, and that it grows ever more beautiful 
with use. 

But Monel’s abilities are so outstanding that it’s 
natural they want to know “why.” You increase their 
interest in Monel—and that means in your ranges, re- 
member —by having the answers ready. You can even 
hand out some of these “Questions and Answers” 
cards to prospects. 

Send in the coupon today for all you'll need. . . 
then group your Monel ranges together and watch ‘em 
draw the crowds 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 WALL STREET NEW YORK, N. Y 


Monel Metal is a registered trade-mark applied to an alloy con 
taining approximately two-thirds Nickel and one-third copper 

Lee Monel Metal is mined. smelted, refined, rolled and marketed 
olely by International Nickel 


MONEL METAL 





"'Imperial,’’ by General Electric Co 
Inconel "'Calrod’’ Heating Units. 


with Monel Metal top and T 
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Metal? 
Q. What is Monel } 
: etal—an alloy composed of 


A. hisa solid m 


Q. Where does it come from? 


4. From mines in the 


by a preliminary treatme 
West Virginia where it is re 


Q. Isita new metal? 


4. No—it is 30 years 
sively in the home 


Q. You say M 
about 5 years 96° 


i y in ine , 
» 0 tor Pome Shafts in pumping A 


Dye Plants, 
or Work Tables 


in steel mills; 
Mixing Vats in 
Boat Shafts; f 


Vital Parts of Railro 
Laundry Machines; ‘ 
nd alkali-resisting, 


cial 
strong, acid a 


of Monel Metal is pr 


Q. Does t rust? 


4. No. Being compe 


cannot rust. 


Q. Does Monel Metal stain? 


Not rmanently. Frv 
_ “tf sane discoloration is ¢4 
B d Dutch Cleanser, Babo, etc. 


Bon Ami, Ol 


old. It was put on the market in 


fone) Metal 3s 30 year 
when your a¢ 








*« 
MONEL METAL 


for 
Housebold Work Surfaces 
(Tables, Ranges, Sinks, ete-) 


Questions and Answers: 
: — 


, Nickel and \, Copper: 


After the ore has been purified 
d to the Huntington plant in 
~ rods, bars, tubing, etc. 


Sudbury District of on 
nt in Canada, it is ship 
“9 efined and rolled into sheets, 


1905, but was not used exten- 


until about 1930. 
jd—where has it been used? I never heard of it until 
* on 
prtise ts started to appeat- ; 
ances i it is used for Acid Pickling Crates 
pang cids such a6 Sulphuric a. for 
in § $ Motor 
ile Mills, Soap Factories; in Salt Plants; a 
ne sd Sinks in Hotel Kitchens and re ot bon 
> 3 bine Blades; in Co - 
Si ipment; for Steam Tur — 
pager enema In fact, any —~ person — 
re i ired. e ine 
i tal is requirec 
ar nap for housebold use. 


justrial plants, 


oof of its superior qualities 


~ 
psed of Nickel and Copper and containing only about l iron, 


if left on it for long periods, may discolor 
i 


il ed. with ordinary household cleansers like 
sily remov 


uit juices oF milk, 


ond? But 


" 7 s, a diam 
aveenting perbap +... «a form 


THE INTERNATIONAL NICKEL Co., INC., 


67 Wall Street, New York, N. Y. 
Will you kindly send me 
Name 


Addre ss 


be Westinghouse de luxe range ‘‘Emperor’’ 
Monel Metal top 


copies of ‘Questions and Answers’ on Monel Metal. 


Firm 


City ine 


EM 10-36 








with Mayfarr,’’ Electric 


ynel Metal 
top and In 
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Nacaromae 


TRADE MARK REG. U.S. PAT. OFF. 














MANUFACTURER 
Because it gives the 
utmost in performance of 
the heating element. 


DEALER 
Because it bring 
sales of appliances equipped 
with "Nichrome”™ 




















CONSUMER 
Because “Nichrome”™ 
heating elements last 
longer. 





Be sure you are getting genuine 


"Nichrome™ or "Nichrome"™ V made only 
by the Driver-Harris Company, identified 
with dependable electric heat since |900. 





DRIVER-HARRIS COMPANY, Harrison, N. J. 


Cleveland Chicago Detroit 





“For men who want 
a quick. cold drink. 
I'm big and strong. 
right in the Pink. 
My rubber grid, 
I'm diad to say. 
Elected me The Modern Way.” 


* 


99 out of every 100 husbands insist 
on the new deal in refrigerators. 
They demand ice cubes instantly 
.at the refrigerator ...from 
Flexible Rubber Trays or Grids. 
Appeal to the male vote... and 
get more sales. Insist that the 
refrigerator you sell comes factory 
equipped with a Flexible Rubber 
Pray or Grid in every ice com- 


partment. 


France Italy 








THE INLAND MANUFACTURING CO., DAYTON; OHIO 


A TRULY MODERN REFRIGERATOR SHOULD HAVE 4 


FLEXIBLE Rupper Tray orn Grip 


IV EVERY ICE COMPARTMENT 
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thermostatic control; Glow Cone in 
lid insures proper pre-heating be- 
fore batter is poured and signals 
when waffle has been baked to shade 
selected on dial; color control knob 
serves as “off” switch; ring mark 
ings on grids act as gauge for pour 
ing correct amount of batter; chro- 
mium plated, walnut handles; 7-in 
aluminum alloy grids. 

HANKSCRAFT No. 1520, non-automatic with “tell- 
Egg Service Set tale” heat indicator ; small window in 


Hankscraft Co., 1011 E. Mam St., 
Madison, Wis 

Device: Model 800 egg service set. 

Description: Set includes No. 794 egg 
cooker in ivory and chrome, 4 egg 
cups and service tray in green, blue 
or ivory; egg cooker capacity, 4 
eggs; boils, poaches or scrambles 
eggs; amount of water used governs 





(Model 1521, same features, differ- 
ent design, black wood handles, 
$5.95). — Electrical Merchandising, 
October, 1936 


fl 

cooking time—current shuts off S 

automatically when eggs are done— ; 

no moving parts I 

Price: Set No. 800 complete, $3.95; u 

No. 794 egg cooker alone, $1.95.— r 
Electrical Merchandising, October, lid behind which, when in center posi 
193 tion, a small travelling moor indi- 

Vv cates correct baking temperature has t 

been reached; chromium with wal p 

nut handles. \ 

Prices: No. 1516, $9.95. (Model 1517, i 

same features, different design, black 1 

handles, $8.95). No. 1520, $6.95. 


v 





AQUAZONE JR. 
Humidifier 
The Corozsone Air Conditioning Corp., 
Hanna Bldg., Cleveland, O. 


Device: Portable, table model humi- 
difier 





Descriptio Humidifies, circulates, 
cleanses air; plugs into socket, no 
installation required; suitable for 


average room in home or office: TIP-TOP Stove 
weighs 9 lbs.; capacity 3 qts.; agg ul : 
evaporation, 6 qts. per hr.; specially Jeannette French Mfg. Co., 151 Fifth 
designed and mounted motor and Ave. N. Y. C. 
fan; heating element controlled by Device: Reversible element makes it 
thermostatic, automatic switch; cor- possible to cook on top of stove or 
dovan brown standard finish; Chin- cook in oven; boils, fries, broils, 
ese red, bottle green or ivory avail- bakes, toasts; equipped with heat 
able on special order; 110 volt a.c.; indicator ; vision glass in oven door ; 
13 in. high 10 in. diam high-low heat control gives high, 
Price: $32.50 slightly higher on Paci- medium or low heat from 520 to 
fic Coast —Electrical Merchandising, 1040 watts; 110-115 volts; oven 
October, 1936. equipped with wire rack and roast 


ing pan; chrome exterior ; 8 in. high. 


Price: $12.50.—Electrical Merchandis- 
ing, October, 1936. 


Vv { 


WESTINGHOUSE 
Water Coolers 
Westinghouse Electric & Mfa. Ca., 
Mansfield, O 
Device: 3 new Freeze-prooi water 
coolers for factories. 

Description: Specially insulated: 
equipped with thermostatically con- 
trolled Corox heating elements in 


lower part of cabinet; will operate 
PROCTOR Wafflers without freezing in temperatures as 








. oe ea low as 20 deg. below zero; improved 

I roctor & Schwartz Electric Co., 7th type peer Ape te cooling, > sao 
& Tabor Rd.., Philadelphia, Pa. conventional pre-cooler with clogged 

Models: No. 1516 De Luxe automatic drainage trouble; motor, compres- 
and No. 1520 Heat Indicating sor and condensor cooled by water: 
waffler 5-year protection guarantee ; hermeti- 

Description: No. 1516, fully automatic cally-sealed mechanism.—Electrical 
with patented Proctor adjustable Merchandising, October, 1936 
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New Products 





‘J/escription 





HOTPOINT Range 


dison G-E Appliance Co., Ln 
0 W. Taylor St., Chicago, Ill 


lel RA&82 “Dorchester” built-t 
floor range styled for modern “e1 
semble” kitchen with center oven. 
rners: 1-84 in. 2100 watt; 2-64 in 
1200 watt Hi-Speed Calrod surface 
mits; Thrift Cooker—625-125-100 
watts and fast-heating open coil 
ven unit, 3000 watts. 

e: Floor space, 398 x in, 36 1 
to cooking top; oven 16x17x18 in. 
ecial Features Convenient lamp 
with bracket and shelf; Timinder 
for timing short cooking operations 
from 1 to 60 min.; new oscillating 
type, load-balancing 4 


5 


switches, 2 
heats (preheat and cook) for sur 
face units: Thermosnap oven tem 
perature control; pilot light on 
switch panel indicates when oven 
reaches desired temperature ; pebbled 
blue porcelain enamel oven; em- 
bossed oven rack guides; oven vent 
through back splasher; on-and-off 
switch controls oven unit; rigid oven 
shelves with positive stop; blue 
porcelain enameled broiler pan; 
large, easy sliding storage drawer ; 2 
drip trays; appliance outlet on 
witch panel; Textolite molded 
handles ; oven door front white por- 
celain enamel, top white stainless 
porcelain enamel, balance of rang 
white Calgloss baked enamel. Auto 
matic oven timer clock available at 
idditional cost.—Electrical Ver 
chandising, October, 1936 


v 





SUNBEAM Mixmaster 


hicago Flexible Shaft Co., 360i 
Roosevelt Road, Chicago, Ill 


Device: New automatic Mixmaster 


Completely redesigned 
with new streamlines, new type 
handle for portable use and larger 
base; outstanding feature is auto 
matic power control which makes 

possible to maintain full power 
iutomatically on all speeds—same 
full power on high speed as on low 
vith no slowing down of beaters 
vhen batter thickens; also equipped 
with a wider range of full power 
heater speeds; new patented spindle 
lisc ejectros make it easier to re 


move and replace large Full-Mix 


beaters which have larger contact 


surface for greater aeration and no 


hard-to-get-at-corners to clean 
Electrical Merchandising, October 
1936 


RITTENHOUSE JR. 
Door Chime 


A. LE. Rittenhouse, Inc., Honeoye 
Falls, N. Y. 


Device: New Junior door chime for 
home, apartment, office or institu 
tion. 

Description: When button is pressed 
single melodious chime signals; 
chime bar mechanism concealed in 
modernistic casing with decorative 
musical notes on facing; 8 in. long 
2¥% in. high; 4 color combinations: 
red with chrome, black and chrome, 
ivory and gold, green and gold. 

Price: $3.50 which includes special 
transformer Electrical Merchan- 
dising, October, 1936 





BURGESS Flashlight 
Burgess Battery Co., Freeport, IIl 
Devic e: Refillable Snaplite Flashlight 

No. R-3. 

Description: Fits purse or vest pocket ; 
cover snaps up and light is on; lamp 
is completely disconnected when 
cover is down; 2 No-4 cells replace- 
able when exhausted; cases styled 
in 5 color designs. 

Price: 50c—Electrical Merchandising, 
October, 1936. 





v 
WAKEFIELD Fixtures 


The FF. W. Wakefield Brass Co., | er- 
milion, Ohi 


Models Catchon 
Boxlite 

Description Catchon Downlight, 
aluminized reflector with open bot 
tom fitted with louvre permitting 
large component of down-ward light 
without glare in customer's eye; 
screws into any socket; satin alu 
minum finish; 200 watts 
Boxlite permits marked increase ot 
foot candles throughout store with- 
ut rewiring; equipped with mogul 
socket to accommodate as much as 
500 watts; subdued design makes it 
possible to install on high counters 

shelves above eye level; 148 

in. long, 5% in. high, 12% in. deep. 

Price No. W-200 “Catchon $s 
Boxlite 300-500 watts. $10 


Downlight and 
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VOSS measures up to Deal- 
ers, Requirements for long 
Profits, Easy Sales, and 
Enthusiastic Customers. 


By any measuring stick, dealers find VOSS Washers ¢ 
and VOSS Merchandising Plans, filling every re- 
quirement for a fast-selling, long-profit line. Behind every 
VOSS Model are 60 years of intensive research and experi- 
ence with one objective—making VOSS Washers so 
efficient, so dependable that every sale brings more sales, 
thus making a profitable department for dealers. 


Compare such features as the Exclusive VOSS Floating 
Agitation . . . the Exclusive VOSS Safety Wringer 
(World’s Safest) the larger load capacity .. . 
the modern styling . . . the complete price range . 
and the outstanding operating efficiency—with any other 
washer. You then will see why VOSS “measures up”— 
why VOSS easily cinches sales. 







Investigate today, the trend toward VOSS. 


*“*RIDE THE PROFIT TIDE WITH VOSS’’ 


DAVENPORT, IOWA 











> |Faries Guardsman Junior 





“ exceeds by 50% 


Mode! 2242 

List $13.50 

In Normandie 
bronze and gold 


the standards 


for ideal 






Aristocrats of executive lick , o! 
ofhce lamps Faries 'B — 
Guardsman and (Guards 
man Junior excel in 
@ Artistic beauty 
@ Inherent quality 
® Enduring finish 
Plus 
® New super-efhciency 
At 12” 18" 24 


5N/, 2913 


Foot candles of light 


Selling points unequalled 
in any similar product! 


Lighting experts unanimously recommend as ideal for desk and table lighting 
the following light quantities. Measured from the center of a desk, table, o1 
reading lamp, at a distance of 12 inches, 30-foot candles; at 18 inches, 20-foot 
candles; at 24 inches, 10-foot candles. Both the Guardsman and the Guards 
man Junior generously exceed these ideal requirements 


Be sure that the lamp you sell show this high efficiency! 








> CLIP AND MAIL THIS COUPON: IT WILL BRING FULL DETAILS _ 
ARIES MANUFACTURING CO. _ 
and S. Robert Schwartz Division ‘ 
DECATUR, ILLINOIS Ser 
Please send us full details about the Fa 
Guardsman line of desk and table lamps City State 
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PROCTOR 


Toasters 








Luxe modern tray set (Model 14) 
| which includes plate glass tray with 
chromium bar handles and trim, 3 

mpartment relish dish, 4 individ 
| ual cocktail service plates and glass 
| und chrome toast trimmer; als 
available 1s Model 14 chromium 
plated matched folding stand, afford 


ing solid support for the tray set 

N 1453. Turn-O-Matic 2-slice, 
turnover, non-automatic, with fea 
ture that permits turning both slices 
t e without lowering each 





door separately; 2-doors linked to- 

gether, operate simultaneously when 

either is opened; chromium plated; 

nickeled chromium element wound 
mica; 500 watts 


Prices: De Luxe Automatic No. 1435, 


$14.50; toaster and tray set com- 
plete, $22.50; stand $5 extra. Turn- 
O-Matic, $2.95 Electrical Mer 


handising, October, 1936. 





v 


MARR Oil Burner 


ranklin Oil Heating, Inc., Columbus, 
( er ) 
evice Fully automatic oil burner 
unit for furnaces and boilers. 
Description Compact unit converts 
low grade fuel oil into gas and 


burns it with hot, clean, smokeless 
flame similar to gas flame; complete 
thermostat control; single size can 
be adjusted to furnish heat for 5- 
room cottage or 20-room residence 
or commercial building; adjustable 
fuel range—{ gal. per hr. up to 
4 gal. per hr.; no moving parts ex 
cept a small 1/20 hp. motor which 
drives small blower fan; oil is not 
fed under pressure or “atomized”; 
it flows into bottom of burner cham 
I tiny air streams and 
convert it into a fixed gas 


rises and burns exactly as a 


CT where 





gas fire; only power conversion 
burner licensed under Breese Hy 
droxilating patents a lectrical Mer- 


handising, October, 1936 





SUPERSTAR 
lron 
Stern-Brown, Inc., 257 W. 17th St., 
New York City 
Device: No. 12 TIS iron. 
Description: Non-slipping handle with 
thumb rest and thermostatic heat 
control; 550-600 watts, 110-120 
volts; 6 lb.; heel rest. 
Price: $249.—Electrical Merchandis- 
ing, October, 1936. 








ABC 
Washer 
Altorfer Bros. Co., Peoria, Ill. 


Model: 116. 
Description: Porcelain tub, 6 lb. capa- 


city, equipped with 4 sets of em- 
bossed clothes flexors; French type 
aluminum agitator perforated with 
double set of fins; standard ABC 
wringer with fingertouch clothes 
feeder; 4% h.p. Westinghouse motor ; 
Model 116-P equipped with automa- 
tic drain pump.—Electrical Mer- 
chandising, October, 1936. 





ALLIANCE 


Heater 


The Alliance Mfg. Co., Alliance, Ohio 
Device: “Quick-Heat” fan-type circu- 


lating heater for bath rooms, offices, 
nurseries 


Description: 9 in. wide, 11 in. high; 


shaded pole, induction type motor 
110-120 volts, a.c.; nickel Chromium 
“A” resistance wire element: motor 
and element consume 1000 watts; 
chocolate lacquer finish; adjustable 
through a 45 deg. arc and locks at 
any position—Electrical Merchan- 
dising, October, 1936. 


v 





LIFETIME 


Fuse 


Arkay Laboratories, Milwaukee, Wis. 
Device: Renewable, refill fuse. 
Description: Refill has 3 distinct fuse 


contact points; numbered 1, 2, 3; 
when blow-out occurs fuse is re- 
moved, and top turned to new con- 
tact point and returned to socket; 
removing base plug from fuse socket 
to reset fuse prevents arcing. 


Price: 20¢ with 2 extra refills; addi- 


tional refills, 5¢ each—Electrical 
Merchandising, October, 1936. 


NORGE 
Oil Burning Heaters 


Norge Heating & Conditioning D 
Borg-Warner Corp., Detroit, Mic/ 


Device: 2 water heaters and 3 ci 


culators. 


Description: Water heaters equipp: 


with low-draft, double chamlh: 
type oil burner; thermostat aut 
matically controls flow of oil ar 
unit burns on own very low oil 
burning pilot during “off” periods 
uses No. 1 oil; adjustable water 
temnerature control; 2-tone enam 


casing; 2. sizes, WO23, 23 ga 





storage capacity; WO45, 45 gal. 
storage capacity. 

3 heat circulators : COS-37, COS-50 
and COS-75; double-chambet 
burner: burns No. 1 or lighter fuel 
oil; grille distributes heat uniformly ; 
visible-flame outer door grill; seal- 
tight inner door with visible-flame 
panel; floating flame fills heat cham- 
ber; simplified oil control; fuel 
tank with self-contained strainer in 
cap; large capacity humidifier it 
top; two finishes, brown wrinkled 
lacquer or stippled brown porcelain 
enamel; COS-37, 37,000 btu capac- 
ity; COS-50, 50,000 Btu. capacity 
and COS-75, 75,000 Btu. capacity. 
Electrical Merchandising, October, 
1936. 


v 


HAMILTON BEACH 
Mixer 


Hamilton Beach Co., Racine, Wis. 


Device: Model “D” food mixer. 
Description: Operates at any speed 


desired—with steady,full power at all 
speeds automatically controlled by 
electrical governor; portable motor 
lifts off stand with one hand, single 
switch control can be operated with 
same hand, double, guarded beaters 
easily attached and detached in one 
unit; bowl control permits bowl to 
be shifted while mixing; motor 
equipped with radio interference 
eliminator; same attachments used 
with Models “B” and “C” fit new 
Model “D”. 


Price: Mixer with 2 bowls $19.90. 


Western price $20.90. Juice ex- 
tractor and other attachments sold 
separately —Electrical Merchandis- 
ing, October, 1936. 
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THAW OU TN 
its 


SZ Those Extra Prof 
with Arvin Fan-Forced 


ELECTRIC HEATERS 
ee 


SAFE, PORTABLE HEAT 


@ Cold cash too often freezes in customers’ pockets ... but 
Arvin Fan-Forced Electric Heaters usually thaw it out—to your 
profit. A demonstration will prove Arvin’s “‘defrosting” ability 
and convince your customers of the remarkable comfort in 





Arvin’s gentle tropical breeze. On frosty mornings—to counter- 

act drafts—for after bathing—for baby’s bath and in the nursery 

—for countless occasions Arvin provides extra portable warmth 
and healthful circulation. 

Call an Arvin jobber today for your first order. 

A five-year record proves Arvins are fast-selling. 


DE LUXE No. 200 $995 


LIST 


Sectional view shows how fan circulates air 
in through louvres in back, past nichrome 
helical type heating coil. Warm air is then 
forced out through front chromium grill. 


s\Ger tet t ee 


FANS WARM AIR 


Approved by Good 
Housekeeping 
Institute and 
Underwriters’ 


Laboratories 


STURDY, LASTING CONSTRUCTION 


Fan motor is induction type. No radio inter- 
ference. Needs no attention except few drops 


COLO AIR ENTERS 





of oil two or three times a year. Operates 

on 110-125 volt AC, 50 to 60 cycles. Heavy 

gauge steel cabinet, permanent green mo- 

rocco finish. Rubber feet that won’t scratch. 

Nichrome helical type heating coil com- 

pletely enclosed—won’t burn fingers or mar 95 
Rear View No. 200 furniture. Safe for children. Order today. STANDARD No. 100 ‘si 


ARVIN ececraic weareas 
iW ELECTRIC HEATERS 


FIRM NAME : : ‘ ADDRESS 


PLEASE PRINT PLAINLY 
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FAIRBANKS-MORSE Radios 

















urbvanks or le if 
piiay ! na f / 
é 2-( and > é 
escription Model o-\ 12-tubs 
uperheter Lyre ( » Wave 
' I s inclu 5 rt t-wave t 
8.000 ke and v-Wa veathe 
hand lurret Shielde (NassIs ; 
lone Projector and Semaphore Dial 
her features; Cabinet 43 in. high, 
7 in. wide. 
Model 58-T-2, 5-tube superheter 
yne; “Great Circle” dial; 3-bands; 
\merican, toreign, police, aviatio1 
KADETTE ind amate ur waves ; “Spe ial-6” dy 
Radios a a; et ae 
tional Rad October, 193¢ 
Vf 
f No. Of i ( is 
iption M I€ Al lavd wrt table 
e model; gra lw it cabinet 
vith ntrast and arge 
ninated dial w multi-colored cal 
rations; 6-tubes tuning range > 
to 1600 k 70 ¢t 18 meters: ¢ 
lynami speaker; 9-5/8 in. higl 
16-3/4 in. wide Kadette Classi 
new exterior desigr crystal-like 
grilles of translucent Tenite, Plas 
kon top and Bakelite body in har 
nonizing l nbinat ns ( 
tubes; 540 to 1725 k range in- 
luding upper e | i dyna- 
m speaker ited iirpiane 
type dial = 
’ , Mod ] “MW $24.95 ( lass 
$90 Sf j tel M orpchaudies 
O c* 13¢ nen 75-watt Lamp 
lestinghouse Lamp Co., | mfield 
_ ae 
DICE New 75-watt clear-bulb Mazda 
v lamp tor use in toy movie projectors 
escription: V-shaped filament con- 
struction gives twice the screen il 
lumination as the 100-watt, A-21 
lear-bulb lamp formerly used f 
this purpose; small bulb size permits 
small lamp housings; may bet used 
with & in. socket extension in exist 
ng projectors which brings light 
enter into correct position; medium 
rew base; 105-120 volt range 
e: 30 Electrical Merchandisin 
October. 1936 
v 
US Cord Plugs 
uted States Rubber Produ 
Wire Div.), 1790 Broadway 
WEBB New York City 
Slingabouts Device: New line of soft rubber appli 
( tober Williard ance cord plugs designed to meet 
Philadelphia. Pa modern needs; available in 5 
1 Padded” Covers for deliver lors; US No. | oval shaped plug 
ng refrigerator rad iscsi tor use on US Rubcord and US 
and range rd or any H.S.J.-S.J. or rein 
;, wrced cord; US No. 2 small plug 
ription: Jacke f tough canva ae 7: errs 
ed with @ > aatinens sniie r us on Zipcord assemblies o! 
easy to deliver appliances. witl ther parallel wires US No. 4, 
serine aains pecial vacuum cleaner plug witl 
models to fit: washe WM-8 and finger grip teature which is als: 
WM.-12 to fit wringer type washer adaptable to heater, toaster, perco 
ind WM-12 to fit spinner washers lator and other household appliance 
| tandard refrigerator model wit! rd Electrical Merchandising 
| tical stray ! le in variou October, 1936 
erator rad l 
, midget er i r 
, W ashe m ] Mf Sy “4 
and 3} U; reirigerator 1 els fror % 
$10.40 complete w pad and sling 
1 le ve $5.50, $6; an 7 
$7; radio midget covers, from $3.5( 
j ; V , ’ October 
1936 
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STANDARD Range 
1¢ Standard Electric Stove Co. 1712 
V. 12th St., Toledo, Ohio 
del: 1445 CE combination coal and 
electric range. 


vr 


lescription: Equipped with 4 sur- 
face burners; fuel burning section 
with large combination fire box and 
triplex grates; oven 16x19x14 in. 
with 2 recessed burners.—Electrical 
Verchandising, October, 1936 


v 


TINY-TIM Power Plant 
Continental Motors Corp., 12801 E 
Jefferson Ave., Detroit, Mich. 
Device: 6 and 12-volt portable power 
plants for lighting and for charging 
radio and auto batteries. 
Description: Equipped with Red Seal 
engine; operates 15 to 16 hrs. on 1 
gal. gasoline; lights fourteen 15-watt 
lights and will charge a 6-volt bat- 
tery at same time; weighs 57 Ib.; 
new type generator with controlled 
voltage will not overcharge batteries 
due to high voltage; pulley for v-beit 
on front to drive small appliances. 
Price:. 6-volt unit $55; 12-volt unit 
$57.50. — Electrical Merchandising 
October, 1936 





Percolators 
WESTINGHOUSE 
Westinghouse Electric & Mfg. ( 
Mansfield, O 
Vodels: PTC-64, PTC-84 
Description: PTC-64, 7 cup capacity ; 
natural finish Walnut wood handles 
hrome finish. PTC-84, 6 cup ca 
pacity, same as PTC-64 except in 
design; both models equipped with 
letachable cord and miniature plug; 
115 volts, a.c. or dx 
Price PTC-64, $7.95: PTC-84, $5.95 
Electrical Merchandisina October, 


HANDYHOT Fans 


Chicago Electric Mfg. Co., 2801 S 
Halsted St., Chicago, Ill. 
Model: No. 46 non-oscillating exten 

sion floor fan. 

Description: Full 8 in. blades; height 
adjustable from 42 to 70 in.; off- 
and-on switch on motor body; 
shaded-pole induction type motor, 
a.c. only; self aligning, oil impreg- 
nated bearings; non-radio interfer- 
ing; triple wire blade guard; statu- 
ary bronze finish—Electrical Mer- 
handising, October, 1936 





v 
PENN Temperature Controls 


Penn Electric Switch Co., 
Des Moines, lowa 
Device: Automatic day-night control 
system for complete automatic con 
trol of set-back temperatures ; com 
bines flexibility of Penn Timetrol 
with fully automatic operation of 
synchronous clock; System consists 
of two controls: Type 770 Tem- 
Clock, custom-built switching clock 
with heavy duty Telechron move- 
ment and built-in switch for fully 
automatic control of set-back tem 
perature, and Type 860 Day-Nite 
Imperial Temtrol heat anticipating 
room temperature control Tem 
Clock operates on 25 volts and con 
trols set-back temperatures as de 
sired through low voltage electrical 
connection to the Temtrol, which 
permits Tem-Clock to be mounted 
m wall at eye level with Temtrel 
mounted in 4-foot zone to maintain 
mfort—Electrical Merchandising, 
October, 1936 


v 


€ 


YORK 
Charging Connection 
York Ice Machinery Corp., York, Pa 
Device: Flexible charging connection 
for service, installation and operat 
ing engineers to charge Freon re 
irigerating or air conditioning sys 
tems; 4 ft. long; # in. S.A.E. flared 
nut connections at each end and 
adaptor fitting for connection t 
standard size refrigerant cylinders 
Electrical Merchandising, Septem 
ber, 1936 
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ELECTROMODE 


Heaters 


The Electric Air Heater Co., Div. of 
{merican Foundry Equip. Co., 555 
Byrkit St., Mishawaka, Ind. 
Device: Modernistic, built-in heaters. 
Description: Obtainable in any size 
necessary to fit heating requirements 
of room; modernistic grille work 
ivailable in chrome or any color 
enamel to fit furnishings; aluminum 
element; built-in type—only grille 
work exposed in room; thermostat- 
ically controlled; 2 methods of heat- 
ing incorporated: forced circulation 
method and convection method.- 


Lilectrical Merchandising, October, 
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MARK-TIME Range Timer 
H. Rhodes, Inc., Rockefeller Cen- 
ter, N. } 


ter, 

Device: Mark-Time Clock-Watcher 
cooking control for ranges. 

Description: Designed for built-in at 
tachment for electric ranges and 
other cooking appliances; 1-train 
mechanism; new type signal gives 
harmonious chime signal which can 
be heard throughout house; Bake 
lite case with dials in variety of 
styles according to design of appli- 
ance; also available in steel case 
faced with oblong dial; unit case 
projects back of appliance about 
1g in. overall including gong; dial 
dimensions 33x33  in.—Electrical 
Verchandising, October, 1936 
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GRUNOW 
Radios 


seneral Household Utilities Inc., 265 
NV. Crawford Ave., Chicago, Ill. 

Vodels: 566, 1291, 1191. 

Description: Model 566, 5-tube table 


model; Handi-dial tuning; 8 in. dy- 


namic speaker; “Violin shaped” 
cabinet ; bands—range 350-1720 
k.c. and 1720-4000 k.c. 
Model 1291, 12-tube console; metal 
tubes; Teledial tuning with auto- 
matic frequency control ; phonograph 
jack; oriental walnut cabinet with 
banding of rotary cut walnut. 
Model 1191, 11-tube console; metal 
tubes; electric eye; center matched 
walnut cabinet with banding of ori- 
ental walnut. 
Models 1291 and 1191- both equipped 
with push-pull audio system; 7% 
watt output; mechanical band 
spread; automatic antenna tuning; 
6 in. airplane dial with clock-type 
tuning; “Violin shaped” cabinets 
with tone-tested resonator and 12 
in. speaker; range, 540-18,000 k.c 
Price: Model 566, $19.95; 1291, 
$99.95: 1191, $69.95.—Electrical 
Verchandising, October, 1936. 





L & H Ranges 


A. J. Lindemann & Hoverson Co., 
Milwaukee, Wis 
Model: L. & H. 8500B-1 Silver Pearl 
Description: Equipped with Hi-Speed 
L & H Calrod heating elements 
hermetically sealed; available with 
or without No. 8 Handy Cooker; 
2 appliance outlets —1 regular and 
1 time controlled; warming drawer 
unit controlled by toggle switch; 
adjustable shelf in cabinet; round 
cornered oven; Time-A-Ture, con- 
sisting of synchronous self-starting 
clock, automatic time control, tem- 
perature control, time selector 
switch, 2 appliance outlets, lamp 
receptacle, pilot light, all in one 
assembly. — Electrical Merchandis 
ing, October, 1936. 
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TORK Clock 


To k Co., Mt. Vernon, N. ¥ 
Device: “Little Giant” Tork automa 
tic timer clock. 


Description: Operates without winding 
or regulating; may be set on varia 
ble schedules without use of tools; 
quick make-and-break action; pure 
silver contacts; 24-hr. day divided 
into 4 sections, 6 hrs. each—morn- 
ing, afternoon, evening and night; 
non-corrosive materials of clock 
brass, stainless steel and moulded 
bakelite counter-clockwise second 
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hand indicates proper motor opera- | 
tion; 5000 watts capacity for single | 
or double pole service; cadmium 
plated case with unbreakable win- | 
dow; weighs 3 Ibs. 

Price: $15.—Electrical Merchandising, | 
October, 1936. 
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ONAN 6-Volt Unit 


D. W. Onan & Sons, 39-51 Royalston 
Ave., Minneapolis, Minn, 
evice: Model BC Onan 6-volt bat- 
tery charging plant. 
Description: Charges 6-volt batteries, | 
supplies current for radios and lights 
and belt power for operating small 
machinery; recommended for cot- 
tages, trailers, garages, boats, etc. 
weighs 45 lb.; carrying handle; op- 
erates 12 to 15 hr. on 1 gal. gaso- 
line while generating 150 to 200 
watts of 6-volt d.c. Equipment in- 
cludes 30 amp. ammeter, gasoline | 
tank, muffler, battery leads and clips. 
Price $57.50.—Electrical Merchan- 
dising, October, 1936 
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ANCHOR Kolstoker 


{uchor Stove & Range Co., New 
Albany, Ind. 


Device: New Bin Feed Kolstoker. 


Description: Feeds coal automatically 


from coal bin to burner in furnace 
or boiler without personal handling 
of coal. Draw Conveyor or Drive 
Conveyor type available. In Draw 
Conveyor type screw conveyor draws 
coal from bin and conveys it 
under floor through feed tube to 
burner. In Drive Conveyor the 
power unit of stoker drives or 
pushes coal up from bin toward 
boiler; stoker power unit located | 
behind bin; bin itself acts as gigantic | 
hopper.—Electrical Merchandising, 
October, 1936 


Vv 
HOTPOINT Range Tops 


Edison G-E Appliance Co., In 
5600 W. Taylor St., Chicago, I! 


Device: Monel cooking tops are now 


available at slight additional cost on 
Hotpoint range models “Dorian,” 
and “Belmont.”—Electrical Me) 
handising, October, 1936 





Only 
CHROMALOX 


Super-Speed RANGE UNITS 


hace the adrantage of 


“TWO -BURNERS-IN-ONE” 


INNER BURNER 
ONLY for 





Tell your customers: 


“Two-burners-in-one means economical 
cooking—and more efficient cooking, too. 
For small utensils you need not waste any 
heat. Just turn your switch to ‘medium’ 
and the inner burner only will heat. Thus 
you are heating only that area which the 
utensil requires.” 


“For frying, one of the burners can be 
wired so that ‘medium’ switch heats the 
outer burner only. This corrects one of the 
common faults of frying which is the ten- 
dency of the center of the pan to cook 
faster than the outside. With the outer 
burner only heating, the entire area of the 
frying pan receives a fine, uniform heat 
These are exclusive Chromalox features.” 


Every range in your locality with a “sick” 
unit presents a chance for profitable re- 
placement business. No need to stock up 
with a variety of units to service these 
ranges—Chromalox Super-Speed Units will 
fit them all, and do it quickly and easily at 
your first call. The outside adaptor ring 
does the fitting. These rings are inexpen- 
sive, and come in types for all unit open- 
ings. In a 2-foot square box you can car- 
ry all the unit assemblies and adaptor 
rings needed for many revlacement jobs. 


The coupon brings the facts. 


GET 
THIS 
SALES 
PLAN 








Mail with your business I 


EDWIN L. WIEGAND CO. 
7525 Thomas Blvd., Pittsburgh, Pa. 


Cer me tl ( 


PAGE 69 














: SERVICE 


Curing Radio Interference 


. 

| 
| 
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DEVOTED TO THE ADJUSTMENT AND REPAIR 
OF DOMESTIC ELECTRICAL APPLIANCES 


We pay for all acceptable ideas. 


Address Service Epitor, Electrical Merchandising 
330 West 42nd St., New York City 


Belt and Pulley Hints 
By B. OJ Bass 


On old belted motor systems where 

| and small 
to reduce speed and step up power tor 
heavy duty work belts frequently slip 
and chatter. 
h belts with tighten ng 


speed 


vulleys are smooth 


motor 


Increasing the tension on 


suc gadgets 


decreases ind increases bearing 


wear. If such pulleys are treated 
\ th one or two coats of hot beeswax 
this fault will be corrected aapees 
t f 

New | llevs or old ones that have 
to be | ! ered on or om motor shafts 
in be made to fit easily and snuggly 
Dy ipplhy ng a thin coat of fine valve 
grinding compoun 1 on the outer half 
»f the motor shaft and, holding the 
pull working it on and off the shaft 
while the motor is turning. Remove 
ind wash thoroughly with gasoline 
when fit is secured so that abrasive 


annot later work into the bearings. 


Lop sided or poorly cast pulleys on 
el old washers, compressors etc, 
that cause vibration und tear belts can 


be trimmed down by removing the 


mM It. starting the motor and holding 
i cutting tool such isa & rewdrive 
on a firm rest. 

Old time ; h.p. motors such as 


the Wagoner,” and others using small 


Starting tendency to 
the ma 


Causing these springs to 


brushes, have a 


overheat springs every time 


hine sti ks, 
th 


lose their pep and reducing pressure 


on brushes to a point where starting 


is dificult. New brushes and clean- 
ing fail to remedy this condition per- 
manently. The solution is simple, 
however. Coil or twist another spring 
into the original and tamp course steel 
wool lightly into the core. This forms 
a higher current-carrying spring of a 
semi-resilient type. 

On electric washers of the older 
type shaft pinions have a tendency to 
become loose due to wear and vibra- 
tion, sometimes dropping out. The 
most troublesome type fits through 
shaft in the slot on the clutch head. 
‘Take a 2 inch shaft about 1% inch in 
diameter, tap for bolt on both ends 
and fit it on bolt, large washer and 
lock washer so that it keeps pinion in 


pla e tor good. 


Fitting Motor Brushes 
By Roger I. Hertel 


When installing new brushes in 
vacuum cleaner or washer motors it is 
sometimes difficult to sand the contact 
portion of the brush so as to fit the 
curvature of the armature. About 
the easiest way to properly fit a brush 
in such cases is to push a knife or 
screwdriver between the segments of 
commutator, then pulling it out 
sharply. This causes a sharp “peel’’ to 
appear on one segment. Put the 
brushes in place and run the motor 
for a short time. Sand down the 
raised or peeled edge on the commu- 
tator after the brushes have worn 
down sufficiently and the job is done. 


OCTOBER, 


SECTI 








od 


ON 


Adding Refrigerant to High 


Sides 
By Walter G. Christie 


When a small sulphur dioxide re- 
frigeration system is found loaded 
with air it is quicker and more satis- 
factory to completely discharge the 
whole system and recharge it than to 
attempt to slowly purge out the air. 
To do this, install a guage test set to 
the high and low sides of the com- 
pressor and connect a discharge line to 
the center leg of the test set. Half 
fill a 3 gallon pail with water and 
into this pour 1 can of lye for each 
pound of sulphur dioxide to be dis- 
charged. Make up a discharge line 
which will allow SO2 to be dis- 
charged rapidly without danger of 
bubbling the lye water over the sides 
of the pail onto the floor. 

Now, with the switch turned off, 
crack the head valve at the compres- 
sor and the head valve at the gauge 
set, and allow the SO2 to be dis- 
charged out of the condenser and re- 
ceiver into the pail. When the dis- 
charge starts to slow up, close the 
head valve on the compressor so as 
to lock off the condenser, and start 
the compressor. The compressor will 
now start to draw the SO2 out of the 
coil, the receiver and condenser and 
discharge it out the head of the com- 
pressor into the lye water. 

When the machine has run about 
10 minutes the discharge will again 
slow up and the low side will read 
a low pressure. If it is possible, the 
condenser, receiver and coil should 
be heated with a blow torch at this 
time to speed up the operation. As 
soon as the bubbles stop, the machine 
is completely discharged. 

Secure a scale and find out the 
correct charge for the system. Weigh 
the drum of refrigerant, and subtract 
from the total weight, the weight of 
the refrigerant to be added. The re- 
sult will be the scale reading when 
sufficient refrigerant has been added. 
Stop the compressor and close the 
suction valve so that no refrigerant 
can enter the crankcase from the coil. 
Remove the discharge line from the 
gauge test set and connect the drum 
in its place. Purge the line. Open the 
head valve on the compressor. There 
will now be a vacuum on the whole 
system up to the drum, and the sys- 
tem will be aboslutely empty. Pick up 
the drum and invert it carefully so 
that no great strain is put on the 
charging line. (Inverting the drum 
puts the SO2 pressure on the liquid 
so that when the drum is opened, /iq- 
uid leaves the drum.) Open the drum 
valve wide and allow Jiquid refrig- 
erant to flow into the system. Every 
thirty seconds shut off the drum valve 


1936—ELECTRICAL MERCHANDISING 

















HAT it takes to make sales, you get in the 













































new line of Noma Christmas lights. 
Clever, catchy newer ideas . . . smart new pack- 
ages .. . attractive new displays . . . will open 
your customers’ pocketbooks and make the cash 
register ring. 
- This year the country is going for new Christ- n | 
d : ; : =~. : 
cs mas Lights, and the public will want the best — 
= ... NOMA. The name is the best known in the 
oO 
r. industry . . . and it stands for dependability. “tants ft ; 
“ Only genuine MAZDA lamps are used in Noma 
+ Lights. The patented Adjustable Berry Bead and 
f 
id Our new Mickey Mouse and Silly Symphony Add-On-Connector are a blessing to tree trimmers. 
h Christmas Tree Bells make an instant hit with every- —— , , 
= body...young and old. NOMA has the exclusive license Order NOMA Christmas Lights from your job- 
- with the Walt Disney Enterprises for these fast selling et ee ce a ee 
novelties. Order from your jobber. er. arehouse stocks conveniently located at 
of Chicago, New York, San Francisco, and at most 
) wholesalers, insure quick delivery. Noma Electric 
I, Corporation, 524-528 Broadway, New York, N.Y. | 
5- 
re 
P- 
S- 
le 
is 
rt | 
I] 13 
e Ast — 
d . ae The attractive book-like bores 
l- , . in which Noma Christma 
$ > Light sets are packed are 
2 x ys. - shown above 
it , ‘ S 
n 
d 
e 
d 
is 
. The new Cheer-O-Lite Christmas Tree, above . . . the 
. new Cheer-O-Lite Two-in-one Wreath, below . . . the 
popular Candle Lights . ..new tree bases... and 
e many other novellies for indoor and outdoor decoration, 
h will be half sold when you stock them and completely 
t sold when you show how to use them. 
Tt 
n 
1. 
e 
it 
. 
° 
n 
e 
. 
. 
P 
p Above: Fast sellers last year. 
O these candle lights will go 
4 faster this year. Below: The 
Noma adjustable Berry Bead 
n (patented) holds each lamp 
securely on its branch a 
d big selling feature 
| The new Noma wreath shown above is the one everybody has been waiting for. 
n It's ideal for home decoration — and as a builder of goodwill for business 
. places and public institutions. At the left is the new Cheer-O-Lite wreath—two 
\ wreaths in one—- with the same design on both sides. 
e | 
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HYDRAULIC 
THERMOSTAT 


for Air or Liquid 
Temperature Control 






SeLectTeD by discriminating 
manufacturers of the most popular 
electric ranges, water heaters and 
other appliances, because of its 
accuracy, completeness and perfect 
control, beautiful design and ac- 
knowledged superiority 


A STURDY thermostat, easy to install with 
remote control and pilot light to indicate desired 
temperatures. Will control air or liquid tempera- 
tures perfectly. We make heater switches of all 


types. 


Write for complete particulars to 


THE HART MFG.CO. HARTFORD, CONN. 


DIAMOND 1 SWITCHES 








drum before the correct charge has 
been added, raise the inverted drum 
several feet above the compressor and 


ithe refrigerant will run into the sys- 
|tem due to gravity. To speed up the 


process, heat the drum in hot water 
or with a torch, 

If too much refrigerant is added, 
|start the compressor and crack the 
|suction line valve. Open the drum 
valve and close the head valve block- 
ing off the condenser. Now the com- 
pressor will be pumping refrigerant 


and weigh the drum. If the pressure | 
within the system reaches that of the | 





out of the system into the drum. Place 
the drum on the scale and keep the 
compressor running until the scale in- 
dicates that the correct charge is in 
the machine. 


When a job is found quite short} 


of refrigerant (especially a large com- 
mercial or air conditioning job), re- 
frigerant may be added through the 
high side by the following procedure. 
Install a gauge test set, and note the 
head pressure on the machine. Con- 
nect the drum to the middle leg of 


the gauge set and purge the gauge! 


lines. Stop the compressor and close 
the head valve to the condenser. Open 
the head valve on the gauge set and 


the drum valve and start the com-| 


pressor. Keep one hand on the com- 
pressor switch. Allow the pressure on 
the drum to build up to about 20 Ibs. 
more than the head pressure of the 
machine. Stop the compressor. Invert 
the drum and quickly open the head 
valve. The inverted drum and the 
high drum pressure will force liquid 
refrigerant into the condenser and re- 
ceiver. A machine holding as much as 
10 lbs. of refrigerant can be charged 
in less than five minutes by this 
method, whereas by the conventional 
method of charging in the low side, a 
10 lb. charge would take well over 
an hour. 


a 
Oil-Logged Boilers 
By I. A. Fordham 


Where a coil is encountered that| 
frosts only over the upper half oil log- 


| ging is indicated. This is usually due 


to lack of refrigerant in the system 
and the first thing to do is to search 
for leaks. 

A surplus of oil in the system| 
through unwarranted, injudicious ad- | 
ditions, or oil lodged in the evapora-| 


| 


| 
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BIRTHDAY 
SPECIAL “ 






Guide 


to q 
October's 


BEST SELLERS 
in LAMPS 





The BEST selling lamps in 
October will bear this certi- 
fication tag .. . for it means 
that they are sold under best 
auspices .. . specifications by 
% o certification by 
E. T. L. 


* 
DEALERS... 
- 54, 
Double Your Market With this Live Specialty 
F you sell oil burners, radios, will be spread over many more 
washing-machines, electricre- sales—increasing net profit per 
frigerators, et al., you are buck- sale on everything you sell. 
ing big competition for a mar- 2 m 
ket already largely supplied. Multiply Selling Efficiency 
By adding Permutit Household Most of the specialties you sell 
Water Softeners to your line, are seasonal. Your direct sales 
you can tremendously increase force is continually broken up 
your immediate sales oppor- by loss of men in the dull 
tunities season. By adding Permutit 
Household Water Softeners to 
Halve Your Overhead your line, you gain an all-year 
Your overhead at present must specialty—a new field of pros- 
of course, be charged against pects—a product offering a 
sales of your present line, with generous discount margin — 
its limited market. By adding and a contented, all-year force 
| Permutit Water Softeners to of efficient salesmen. Use this 
| your line, your fixed charges Coupon. 
| 
THE PERMUTIT COMPANY ; 
West 42nd St., New York City, 
Dent 
I end me information on your Company 
ert it Household Water Softener 
- ) Addre 
PAGE 


tor due to large sized or improperly | 
located suction lines and_ pinched| 
tubes, is undesirable. Downward loops 
and low suction line pressure will also 
cause oil trapping. 
A coil located in an exceptionally 
well insulated cabinet, or where evap- | 
oration is retarded by an excessive 
accumulation of frost, or one with| aS the seller . . 
poor circulation, will also serve to| soundness 
trap oil through its sluggish operation. | 
When compressors are loaded far| 
beyond their proper capacity the coils | 
on the end of the line are apt to hold | 
the oil, since coils nearer the con-| 
densing unit provide more gas than| 
can be handled. If attempts are made | 
to partly close the valves on those 
units near the compressor certain boil- | 
ers may develop oil logging. In such | 
instances, where a larger compressor 
is required for the job, periodic in-| 
spection will be required until the 
owner is convinced that a_ heavier | 
duty machine is good economy. 


They will be the BEST sell- 
ing because their 
qualities are for the best 


lamps 


interests of the buyer as well 
. mechanical 

electrical 
safety ... adequate light... 


by test. 


39 Years of Service to the Industry 


ELECTRICAL 
TESTING 


LABORATORIES 
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More than one electrical man 
has made a gilt-edged reputa- 
tion for super-pronto service by 
knowing what dependable Rail- 
way Express can do in a spare- 
part jam. And weight or bulk cut 
no figure. Railway Express gets 
spare-parts through at a trifling 
cost. Often “saves the day.” For 
particulars, ask your own Rail- 
way Express agent. 

Saving the day is Railway Ex- 
press’s specialty, and spare-parts 
and replacements get right-of- 
way and not maybe —from pick- 
up to delivery. What's more, 
with 23,000 Railway Express 
offices spotting the continent, 
there’s not a dealer in America 
that manufacturers and jobbers 
can't reach. Many, the next day, 
and with Air Express on call — 
2500 miles overnight—more in 
a few hours. A phone call to any 
Railway Express office brings 
both services. Paste the number 
in your hat, for it’s money in 


your pocket. 


RAILWAY 
EXPRESS 


AGENCY, INC. 


YATION-WIDE RAIL-AIR SERVICE 








| head and burns the oil as it is carried 


Whenever trouble is encountered 
with plugged strainers, the job should 
be checked for high head pressure, in- 
correct switch setting, incorrect ex- 
pansion valve setting, or an over- 
charge of oil. The carbon which causes 
plugged strainers comes from burned 
oil. High head pressure causes a hot 


over by the refrigerant. (In circulat- 
ing SO2, 14% by weight of the ma- | 


| terial circulated is oil. Other refrig- | 


erants carry along similial amounts of | 
oil. ) 

An incorrect switch setting will | 
reduce the back pressure so much that | 
the refrigerant which is in solution 


| with the oil, in the crankcase, will 


| excessive amount of oil to be circu- 


| the boiler. This will flood out the oil 


| pressor. 


| is not convenient to tilt the cooling 


| The resulting rapid ebullition, or 


| oil. 


start to boil. In boiling, large slugs of 
oil are shot up around the piston as 
the refrigerant breaks thru the oil. 
These slugs are passed thru the piston 
valve to the top of the piston. (This 
effect is known as “scrubbing oil’). 
The flapper valves are designed to 
pass gas, not liquid. Hence, the large 
slugs of oil cannot readily flow thru 
the flapper valve. As a result, an enor- 
mous hydraulic pressure is created be- 
tween the piston head and the flapper 
valve. High temperatures and carbon 
formations are inevitable. 
An incorrect oil charge causes an 





lated. Oil occupies space in the con- 


| denser and receiver that should be util- | 


ized to condense refrigerant. Thus 
the effective size of the condenser is | 
cut down and as a result, the head | 
pressure rises and carbon forms. 


Removing Oil 


To effectively remove oil from the 
boiler of a flooded system loosen the 
hangers and tip it sharply so that the 
float is caused to rise to the top of 


and cause it to flow back to the com- 
Another method employed when it 


unit is to apply cloths soaked with 
hot water to the bottom of the boiler. 


“boiling,” causes the oil to froth and 
foam up so that it is drawn into the 
suction line and the boiler cleared of 








For full details write 


BRIGHT STAR BATTERY CO., Clifton, N. J. 

















Boilers that are defrosted fre- 
quently seldom give trouble. 

A record of oil taken out of or | 
placed in a unit should be kept so that 
the serviceman may be certain of the 
oil charge. Too much will cause oil 
logging and too little may result in 
stuck, scored or seized pistons, cranks, 
connecting rods and wrist-pins, as 


| well as leaky and cracked valves. 


Refrigerant Leak Tests 
By William Toth 
Odorless gases such as methyl chlo- 


ride and Freezol are not detectable by 
“nose tests,” hence we use the soap 


| solution. First, all grease and oil is 
| wiped from suspected places and the 

pressure is raised on the low side. In 
| the case of an expansion valve, open 
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valve till a reading of 10 or 15 
pounds is obtained on the compound 
gauge. 

Then apply a thin solution of soap 
and water to the suspected places by 
means of a brush or swab. Bubbles 
or blowing off of the solution will in- 
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A ‘“Dlis! IN SELLING 


When you are running out of arguments in selling an 
electric appliance, you're lucky if you can add: “And 
the motor is an R & M.” That “‘plus’’ clinches many a 
deal. Customers know that the R & M name stands for 
forty years of building better motors. Advertising in the 
Saturday Evening Post, Collier's, Time, and other pub- 
lications is reminding them to “look for R & M on 
the motor.’’ A valuable sales help—if you use it! .. . 
Robbins & Myers, Springfield, Ohio; Brantford, Ont. 


NOB DIV St MYERS 


FANS e MOTORS e HOISTS e CRANES 
FOUNDED 1878 
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Re-New Rebuilt 


Vacuum Cleaners 
Sell Hrofi /for as 
little as *10.95! 





“| UR dealers from coast to coast are 
( reporting record sales on Re-New re- 
built vacuum cleaners. You, too, can draw 
crowds to your store and dollars to your 
cash register—just feature America’s best 
known cleaners at 


sensationally low 


prices made possi- 





The ines ble by our low 
are carried in stock prices! 
bf " Re-New vacuum 
Weever - fureka cleaners are backed 
Electrolux Premier by an iron clad 
Apex - Singer guarantee. They 
Universal are completely re- 
Hamilton Beach built, tested and 
General Electric , 
inspected in Ameri- 
—and many others! ca’s largest and fin- 











est fac tory devoted 
exclusively to rebuilding vacuum cleaners. 
Get your share of this big business — mail 
Act now—the 
real selling season is just starting! 


coupon for dealer catalog. 


LOW PRICES — QUICK DELIVERY 





ON PARTS AND SERVICE ORDERS 


he stock parts for kes and modele—and offer a 
‘ plete repair g service for dealers, Arm 
sture rew ng r re g—everything’ We aleo 
stock wringer rolls. For low 
prices a r wire RE-NEW 


When in Detroit, Visit Our Factory 


INe-\New 


GUARANTEED FACTORY REBUILT 
VACUUM 
CLEANERS 


ana ae emma ee em my 

Re- New Sweeper Co. Dept. EM2 

Crand River Ave., Detroit, Mich, 
Please send me your big new dealer 

catalog and price list. No obligation. 

Name 

Address 

City 











State 
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dicate leaks. Use a flashlight to watch 
for those small bubbles and also for 
large leaks where bubbles are blown 
away before they form. 

Since the bubble solution method is 
not as sensitive as it might be, Acro- 
lein has been added to make detect- 
ing of odorless refrigerants more ac- 
curate. A refrigerant containing Acro- 
lein can be tested by using the follow- 
ing solution. Your druggist can pre- 
pare it for you at a modest fee: 

1. Two grains of anhydrous so- 
dium sulphite dissolved in 7/10 ounce 
(20 c.c.) distilled water. 

be Dissolve 


separately 1/5 gram 

rosanaline hydrochloride in 4 fluid 

ounces (120 cc.) of hot distilled 
water. 

3. Mix the two solutions together. 


4. Add 2 c.c. 
drochloric acid. 

5. Add enough distilled water to 
make 6 4/5 ounces (200 c.c.) solu- 
tion. Keep solution in an amber col- 
ored glass bottle. 

After cleaning thoroughly the sus- 
pected parts, moisten a piece of ab- 
sorbent cotton in the solution and ap- 
ply it over the suspected places. Leave 
the cotton in place about three min- 
utes after which time, remove and 
examine the cotton. A deep purple 
stain will indicate a leak. 

Litmus paper can be used to test 
ammonia leaks, though not as sensi- 
tive as the previous mentioned meth- 
ods for small leaks. The paper will 
turn a bluish purple if an ammonia 
leak is detected. 

The last method is somewhat more 
expensive and requires a little tech- 
nique in handling. The Halide lamp 
can be used to test Methyl Chloride, 
Freon, Ethyl Chloride, Methyl Bro- 
mide and Carrene. This method is ad- 
vised only where there is sufficient 
air circulation. It is not advisable to 
the Halide torch where large 
quantities of inflammable refrigerant 
vapors are present in the air. 

The Halide lamp reservoir should 
be filled with U.S.P. No. 5 denatured 
alcohol. (Drugstore product.) The 
alcohol should be kept away from all 
refrigerants. The reservoir should be 
filled in a room free from refrigerant 
gases. Air should also be pumped into 
the torch in a place free from refrig- 
erant gases. Only enough air should 
be pumped to produce a small pointed 
fame in the torch. 

The free end of 
from the lamp is 


of concentrated hy- 


use 


the rubber hose 
held to suspec ted 
arts. By holding a dark object be 
nd the flame, the changing color of 
1e flame can be more easily seen. A 
dark blue flame indi 
ates a refrigerant leak. 

Pressure may be prod iced in Car- 
rene systems by pumping air into the 
Hoat chambe1 


Dp 
h 
t} 


green or very 


while the float valve is 
lifted with an electromagnet. The 
allowed to when the 
pressure gauge reads 60 pounds. The 


float 1s close 


ised as desc ribed. 


torch is then 


Condenser Catalog 


itis facto replacement of a 

ctive condenser for a condenser 

rt motor u electric re 
rerator bu and other frac 
tional hor epowel machines is simpli- 


fied by referring to the latest Bulletin 
r general distribu- 
Corporation, 70 


Brooklyn, N. Y. 


MAKES and MODELS 


EASY R (Washer) — Washer 
pounds . . . Generally due to overload 
of clothes, causing a strain to be 
placed on cups and main lever assem- 
bly, or the main trunnion pins wear 
and require replacement. Check, also, 
connecting-rod pin and main lever 
link pins. 


To adjust the piston for proper | 


indexing . . . Remove cotter pin from 
bottom of piston. Tighten nut until 
the cups can be turned freely and 
without any up or down movement. 
Replace cotter pin, install three new 
pieces of flax packing, then screw 
down the center post packing nut as 
tightly as possible with the hand. 
Cups will index properly. 

If friction disc is made of cork. . . 
Replace with brass and _ asbestos 


woven composition disc. This can be | 


done by removing adjustment nut 
at bottom of piston and _ pushing 
piston up out of trunnion block on 
main lever. Install and regulate as 
outlined above. Failure of cups to ro- 
tate or index may also be due to gland 
nut becoming loose. . .Tighten gland 
nut as it creates a slight friction, 
when adjusted properly, on the piston 
and is necessary for proper indexing. 


NORGE (Refrigerator)—Gas leak 
at bellows seal in models 5 
old. . . . Install a 
inside seal if it is inconvenient to ob- 
tain an entire new seal. Take the seal 
apart and install a spring so that it will 
push the seal face against the shaft 
seat. I use a spring out of a rotary 
seal. These can generally be obtained 
by themselves from jobbers. 


J 
*Phone For Private Homes 


By H. A. Everest 


years or 


more new spring 


Housewives frequently find it in- 
travel the distance be- 
tween some remote point of the home 
and the front door when the bell rings. 
Here is a solution. Install a small 
wall-type intercommunicating ‘phone 
at the front door and a desk type in 
the The the rear may 
be connected to a plug and several 
jack outlets wired so that it may be 
moved from kitchen to sewing room 
to bedroom. This is especially valu- 
able at night and finds a ready sale. 
Remove the ringing button from the 


convenient to 


rear. one in 


‘phone at the front door. Tie the re- 
eiver cord to the receiver hook so 
that the set will cut out as it should 
n the event that the caller neglects 
to hang up the receiver. ’*Phone jacks 
nd plugs such as those used for radio 


work will do admirably for such in- 
stallations. Batteries should be re- 
newed at a fixed time each year. 

My charge is usually $12.50 for the 
installation of two ’phones and $2.50 
for each additional outlet. In 
some homes a selective signal system 
is desirable and can be sold. After a 
few installations have been made other 
orders come in from neighbors. 


a 
Moving Flood Light 


extra 


Trumbull Norge Sales of Warren, 
Ohio, places a floodlight on an oscil- 
lating fan, using the combination in 
window displays and in the store it- 
self. 

Motion plus light stops the public 


OCTOBER, 


OHIO 


it, CARBON J 

RUSHES v.. 
ie FOR wy) 
Ve 
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x ay 


— 





FITS 
139 MAKES OF 


Vacuum Cleaners 
Washing Machines 
Office Appliances 
Heat Regulators 
Barber Equipment 
Cash Registers 
Food Mixers 

Drink Mixers 
lroners ... Pumps 
Fans, Drills, Etc. 


Contains 92 brushes in 
eleven sizes and 18 springs 
in three sizes. These brushes 
and springs are especially 
designed to give long life 
and excellent commutation 
on the types of equip- 
ment listed. 


Ohio Kit No. 6— $3.00 net 


ORDER FROM YOUR WHOLESALER 
OR DIRECTLY FROM FACTORY 


Tue Ouio Carson Co. 


12508 Berea Ro- CLevetanon 0. 
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Trade Paper Advertisements 


Are Useful To The Dealer | 


CWO | 


HERE IS PROOF 


In a recent survey made for Electrical Merchandising by a well-known research organization, 
appliance dealers of all types in 18 cities from Omaha to Worcester were personally inter- 
viewed to determine their reaction to trade-publication advertising. 


BB% of the dealers voluntarily stated that they make use of trade-publication advertisements. 


when asked how... 


- G . 
ol% answered, to find new products and market developments—keep up to date—consider 
new lines. . 


e > ° . ee ° ° . 
3O% answered, to find helps in selling—new merchandising ideas—new selling points on 
products they are carrying—ads to show customers to help in closing sales—service ideas, 
and advertisements explaining technical points. . . . 


Dig . , : — . , 
21% answered, to find help in the problem of display and advertising material—ideas to use 
in windows and store displays, and to prepare ads of their own... . 





G o.e . ° 
17% answered, to find out about competition—to compare products and find out what is 
selling and what will sell. . . . | 


10% answered, to get help in buying—to regulate stock and prices—to determine where to 
buy, and to order direct from ads. | 


in 

gs [f—when you prepare your advertisements—you will bear the above dealer practices in mind, you can 
es direct your copy interest to demand maximum attention. 

lly With these facts in mind, give a thought to the effectiveness and sales power of a well-prepared ad- 
fe vertisement in Electrical Merchandising. 


WHEN YOU STOP TO CONSIDER THAT ALL ADVERTISEMENTS IN ELECTRICAL MERCHANDISING REACH AN 
on AUDIENCE OF 40,000 * READERS? THE COST OF THIS SALES BUILDING AND EDUCATIONAL MEDIUM IS PROFIT- 
ABLY OFFSET BY ITS ABILITY TO REDUCE SALES COSTS. 


*May we give you more information on how Electrical Mer- | 







chandising extends the readership of all advertisements? 


oney in your pocret 


Use 


"| ELECTRICAL —Aj 
MERCHANDISING 


330 West 42nd Street, New York, N. Y~7 
SD earrnrrmerse eee LAMAN ee) 
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TWO IMPORTANT 
GIFT SENSATIONS 


By HANKSCRAFT 


The EGG 
COOKER 


Jucsease | 





Roden Harrow 


of 











Model! No. 794 
South Bend 
Retail ; ; 
A four-egg capacity woker, with base, top kK Cc Cc p S S Cc l l l n ha 
and cord in ivory and dome im flashing Cc 
hromium A volume item that will be a “Here you are. Sir. See 
‘ headliner among popular priced electrical ones : . pied > : be 
gifts. Other models include Sit her down in a comfortable chair that DATE-LINE? That 
y Cook N« 193 th poacher-—$3.95 ° . - ; a 
es : t No. 730--$5.50 then she will be more receptive,” says proves they’re fresh. 


De Luxe Ege Cooker 
Roden Harrow. 


In stde and 0 ut 


EGG SERVICE SET... 


Model 
No. 800 





“That's a smart out- 
fit, good people and 
good merchandise.” 





No. 794 Egg Cooker in 
vory and chromium Retail 
with four wory egg cups and a colorful tray 
m green, blue or ivory A combination that 
makes a gift worth giving at a price that 1s 
within the range of the average buyer 


\ 
. Baby Bottle RODEN S. HAR 
Warmers ROW for quite 


pell operated a 















DO THIS— It takes 
only one second to 
point out that 
“EVEREADY” BATTERY j 
Date-Line 


Model No. 775 shown 

here. Retail price, $1.00 nt 
Standard Model, $2.95 
De Luxe Model, $5.00 7 
Six-Bottle Sterilizer t Chicago, but for 
= ome reason or other 


class outlet 


the northwest sectio1 


thought that it would 
THE HANKSCR COMPANY be a good idea to as 


1012 EC. Main Street, MA On WISCONSIN ri 
some of that 


late 
widely publicized 
t 








ng Iris} 
spirit” that spring Out goes another one being rolled up on the truck by 
up from the outskirt head service man George Hines (right) and the driver, c, | (5 N A | 

T 


of South Bend. Ind Glenn Madison. Roden Harrow sees it off. e 
Consequently in Feb 
ruary of this year he departed for there period of time. Each of the men de- 


with bag and baggage, opening his store votes one day a week to floor-selling. 
it 132 N. Michigan St A pet “wrinkle” of Roden’s is the 


Properly “broadcasted” through sev- value of windows as attention-getters. 
eral mediums, including a sound truck, This results in complete new windows 











newspaper advertising and an abun- weekly. A window stunt that he un- , 
dance of free publicity, the gala grand suspectingly came upon was the use of . 
opening lasted three days. To each visi- suds in a washer to create interest. The 
tor, and there were hundreds of them, same soap suds is used for several 
went a few words of welcome and a_ days. A crust of suds forms on top 
RITTENHOUSE JUNIOR ELECTRIC | . uvenir worth keeping. For the sales- probably due to evaporation of the 
D 0 0 9 C n i a e men who have since visited many of the moisture. The longer the machine is 
- riginal guests, the event was invalu- in operation, the higher the crust rises. 
Nationally Advertised! ible as a door-opener and sales pro- When it rises about a foot above the 
Here is the new Rittenhouse Junior Electric Door | MOter. tub, then that’s that. Only trouble with 
(chime. ‘Handsome in appearance, pleasing in tone [he display plan of the room is _ this display is that too many arguments ; 
Eliminate I nerves.” When the push- | | etwawe. When a customer enters are started among the spectators. Many oi bn i an 
et t For homes, apartment the store she encounters the SS ex- Z i 1S - rs 4 
pte der — ea ae pensive Ae Sak et Gee, Se tas Gen ee eae a cacsme Raniie ant Sx 
eas Sy 20° Saeee Bergen he aes : : ‘ dx outright value is unequalled. 
: ~ Se thoN rome tlack wun | and the washer-leader. As she moves ask one of the salesmen to solve the To produce this drill, mate- 
fet Chime gnochanions Ie cuviceaied tn hantcome | to the rear the price-range increases bet. Is that really soap suds or just a rial, workmanship, and per- 
Re cating lugs and terminals are invisible | until she reaches the complete, work- damned good imitation? Then up goes | formance were not sacrificed. 
Lasily installed on present wiring, Complete with | able electric kitchen at the rear of the one of the Roden salesmen to whish his Pye power and is a 
entee A sensational value. Nothing like it on th ! om. This set-up tends, in rather a hands through the suds and all, includ- nny SS by a 
Als owe tubo ete models at $6 and $7 list subtle way, to encourage prospects ing the surprised loser, are satisfied. 40 years as successful pro- 
: e for details rather than send them off a victim of To keep the public informed that ducers of small motors. 
A. E. RITTENHOUSE, tnc., Dept. 301, Honeoye Falls,N.Y. | too sudden “price-shock.” Roden, Inc., is doing things, Mr. Har- If your jobber does not 
['o move the merchandise, six com- row does quite a bit of advertising. have this new standard duty 





%” drill or the other Signal 
standard duty drills, write to 





AAITTENHOUSE yg 
SS ELECTRIC DOOR-CHimE-- 


mission salesmen free lance in all parts Twice a week, for 15 minutes each ses- 
ot South Bend and the adjoining town sion, Roden, Inc., goes on the air 





of Mishawaka. Experience has taught through a local station. In one of the Signal Electric Mfg. Co. 
ney ae Mr. Harrow that there’s nothing more larger theaters appears regularly on the es See 
Honeoye } N.Y valuable than a sales force equipped screen a technicolor short reminding pa- | 
ii ls Midian tai vith ready knowledge of their lines. So trons of the relatively new electric | GOPtCES 0t OREIRE. CITIES 


before calling on the trade each of store up on Michigan Street. In all | 


the men was thoroughly schooled on the mediums of advertising Roden rarely | '@) |_| AT T 
Addre lacts concerning every one of the major mentions price. He believes that insti- - we ML! rn Tne ew 
nces. Thei ‘eS BE ee 





appliance r prospects are carded, tutional copy is of most value, especially 
protection is assured for a certain when a firm is a newcomer. 
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| dot Water 
STATISTICAL BAROMETER Bik © 


A DIGEST OF FIGURES INDICATING THE | 
PROGRESS OF ELECTRICAL APPLIANCE SALES | 






This newly invented heater provides fan circulated 
“hot-water heat” from electricity. The dry, unpleas- 
ant heat direct from elements is eliminated. Gentle 
heat flows like a warm summer breeze. 

No open, red-hot wires—a new safety feature. |! 
is healthful—does not burn oxygen from air. Altho 
only 13 in. high, it contains 1,032 sq. in. copper heat- 
transfer surface. The non-freezing, heat radiating 
liquid is sealed in—no refilling. It is sold with a 
5-year GUARANTEE. 

This portable heater will bring you a large profit 
on every sale. 


Write TODAY for prices and discounts. 


compiled by Marguerite Cook 


Market Analysis Department 
Electrical Merchandising 





WASHERS 


A month ago July 1936, with sales 


period were 14.7% higher than compar- 
able sales of 1935. 


totaling 147,986 household electric wash Aug. 1936 ....... 84,108 floor cleaners & 

Nall , 5 Y ~” ie . . . 
ng machines, was acclaimed the second 4, 1935 acre HEXCEL Radiator Co., Racine, Wis. 
largest month in the history of the “""" ~~ """""" <397 | - 





16,227 hand cleaners 
First 8 Mos. 1936.720,940 floor cleaners & 
209,570 hand cleaners | bd ese 


Frst 8 Mos. 1935.561,500 floor cleaners & 
Cikculates Vafror 


182,535 hand cleaners 
Saturation, January 1036 — 10,241,579 
homes, or 48.3% of total wired homes. 
This efficient vapor type portable humiditier obso 
letes the water-sprays which, while partially humidify- 
ing the air, precipitate moisture on furnishings and 
absorb room heat. 


electric washer business. 

That distinction now belongs to August, 
however, since August sales have 
amounted to 152,096 washers, or only 
524 short of the high total of 152,624 
sold in March 1936. It will be seen 
from the following figures, released by 
the American Washing Machine Manu- 
facturers Association, that August 1936 Vv 
sales are 21.8% above August 1935, while 
the eight months’ total sales are 29.2% 
igher than 1935 corresponding sales: 
\ug. 1936 152,069 washers 
Se ... 124,877 washers 
First 8 Mos. 1936. . . 1,061,175 washers 

rst 8 Mos. 1935...... 821,108 washers 

Saturation, January 1936 — 10,346,482 
mes, or 48.8% of total wired homes. 





RANGES 


Unit sales of household electric ranges, 
by the NEMA range membership, ad- 
vanced 33.8% in August 1936 compared 
with August 1935—thus ending the eight 
months’ period 47.2% ahead of last year’s 
comparable business. Following are the 
sales of household electric ranges reported 
by NEMA for its member companies, 
composed of 12 manufacturers in 1936 


The HEXCEL circulates pure, refreshing vapor from 
1% pints water hourly. It conserves fuel by raising 
(inetead of lowering) temperature. Air is filtered and 
fan-eirculated. 


It holds 24 gal. water. Automatic cut-out shuts off 
electricity when water is consumed. Patented “float- 
ing-element” construction heats, as needed, only very 


v and 10 in 1935: small portion of water in all-copper water chamber. 
Weighs only 25 lbs. Ideal for homes and offices. 
Aug. 1936 ...... 20,604 ranges, valued at | s ; ‘ 
$1.467.726* Write TODAY for prices and discounts. 
GAS WASHERS Mam, TESS oc acc0 15,396 ranges, valued at H E X Cc E L R di . . 
\ new record for gas washer sales $1,053,452 a lator Co., Racine, Wis. 


First 8 Mos. 1936.202,987 ranges, valued at 
$14,132,820 —— 
First 8 Mos. 1935.137,678 ranges, valued at 
$9,133,991 
*Manufacturers’, not retail, value. 
Saturation, January 1936 — 1,449,250 
homes, or 6.8% of total wired homes. 


vas established in August, when 21,582 
inits were sold. This represented an 
ncrease of 12.1% over sales of August 
1935, and brought the eight months’ total 
sales up 11.1% beyond the comparative 
nonths of 1935. Following are estimates 
f industry sales of gas engine washing 








Dependable Wagner Motors 


° = 
nachines prepared by the American fo r 5 » 
Vashing Machine = A a i Asso ’ at | % r | ¢ to ry 
tation 
\ug. 1936 21,582 gas washers REFRIGERATORS P er f ormance 
lug. 1935 19,246 gas washers 


rst 8 Mos. 1936 143,052 gas washers 
, 


irst 8 Mos. 1935 128790 gas washers 


In August, for the first time since the 
beginning of 1936, refrigerator sales did 
not exceed last year’s comparative fig- 
ure. Instead, there was a decline of 2.9% 
+. in sales of household electric refriger- 
ators; although for the eight months 
ended with August sales were up 28.0% 
IRONERS ver similar months of 1935. Following 

; are estimates of industry sales, prepared 
March, August was by the Edison Electric Institute on the 


big month of 1936 for the ironer  jasis of sales reported by the NEMA 
wlustry. According to the American refrigerator membership : ‘ 
Washing Machine Manufacturers Asso- 








OR refrigerators, washing machines, stokers, 
oil burners, fans, air-conditioning systems and 
other household and commercial motor - driven 
equipment, motor DEPENDABILITY is vitally neces- 
sary. Wagner, with 44 years experience in building 
and servicing motors, has developed a complete 


Second . onlv to 


ation, sales of household electric iron- Aug. 1936 . 106,975 line of dependable motors for such appliances. 
“< ense 17:30 shew atue al cus Aug. 1935 : 110,161 units — ‘ ss - | 
fs rose 17.9% ab on sale Box August First 8 M 193 1.783.632 uni Al few distinctive features contributing to the de- 
1935—with a_ resultant accumulative irst © MOS. 1700 -1,/93,632 units wm 

sain of 27.7% for the first eight months /*irst 8 Mos. 1935 . 1,369,857 units pendability of Wagner motors are: 


f 1936 versus the same months of ” eaten 


35 


= 


V Steel-backed babbitt-lined bearings—steel 
backed to withstand al! strair 
prevent ‘‘bearing seizure 


January 1936— 7,250,000 
re 


homes or 34.2% of total wired homes. babbitt-lined to 
\ug. 1936 16,440 ironers 
lug. 1935 14,018 troners v 
First 8 Mos. 1936 119,428 ironers 


V Wool-yarn lubrication—carries an uninterrupted 
Mirst 8 Mos. 1935 93 517 troners 





cere sername core a 2 








Saturation, January 1936 — 1,031,802 
mes, or 4.9% of total wired homes. 


v 


VACUUM CLEANERS 


Floor cleaner sales were up 29.1% in 
August 1936 over August 1935, and 
28.4% in the first eight months of the 


year compared with similar sales of 1935, JULY 1936 ..............-. 13,952 units e ti 

according to a release from the Vacuum JyJy 1935 ......ccccccccececes 7,608 units Wagner Flectri Corp 

Cleaner Manufacturers Association. It FIRST 7 MOS. 1056. ....... 61,803 units _— Cc ora on 

was also reported by the Association that First 7 Mos. 1935.........++- 41,839 units 6400 Plymouth Avenue, Saint Louis,U.S.A. 

hand cleaner sales of August were 36.2% j ae 904.995 | 

in excess of August 1935 sales and that Saturation, January 1! — 995 | 

the accumulated sales of the eight months’ homes, or 4.6% of total wired homes. MOTORS . TRANSFORMERS - FANS - BRAKES 
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OIL BURNERS 


Based on figures reported to the De- 
partment of Commerce by 152 identical 
manuiacturers, responsible for approxi- 
mately 88% of the total industry output, 
July sales of household mechanical draft 
oil burners were up 83.4% compared with 
July, 1935. A summary of the sales of 
these same manufacturers for the first 
seven months of the year indicated an in- 
crease of 47.7% beyond sales of the first 
seven months of 1935 





supply of filtered oil to all parts of the bearing 


Rolled-steel frarme—strong, rigid, will not get 
out of alignment—unbreakable. 


Insulated stator coils—securely wedged in place 
by special tough fibrous slot insulation. 


V Special treated stator core—carefully baked in drying ovens to drive out all 
moisture—windings thoroly impregnated with heavy insulating varnish 

There’s a dependable Wagner motor ideally suited 

to meet your requirements. Write for Bulletin 177 

which completely describes Wagner motors. 
































PART 


UNDISPLAYED RATE: 61.09 
line in small black face type). 


DISPLAYED RATE 
12 inches—$10.50 per in. 


SERVICES 
AND 


ACCESSORIES 


er line per insertion. Minimum charge $4.00. 
Weections of a line count as a line. 
if full payment is made in advance for 4 consecutive insertions of undisplayed ads. 
1 inch $12.00; 4 inches—$11.50 per in. 
(An advertising inch is measured vertically on one on Baad, 
There are 4 columns—48 inches to a page.) 


(First 
iscount of 10% 


8 inches—$11.00 per in. 

















| Send Today for 


HARRY ALT 





























EFRIGERATIL 


We are large, dependable refrigeration supply dis- 
tributors carrying a large stock of nationally known 
parts and supplies 
net price catalog—gladly sent 
frigeration dealers and service companies. 
today on your letter-head 





on request to fe- 





DUST BAGS _ 


VACUU M CLEANER DUST BAGS $30 per hun- 
dred. The best replacement bag on the market, 


Universal Sales Syndicate, 130 No. Warren 8t 
lrentor N J 
NEW ADS 
ad Nove ‘ t f 
E ect! al “Merchandising sho uld be received at our 
‘ew York e t Octobe 





Note! Dealers and Service Shops 


VACUUM 
CLEANER 


Replacement Parts! 
Motor Rebuilding! 


Trade-In Cleaners 
Rebuilt Like New! 
























Armeture 
Rewinding 
at Lowest 
Prices! 


Washing Machine 
Parts and 
WRINGER ROLLS 











Our big 84 page 
Gtalog lists thou- 
sonds of ports ond 
service. Write for 
your copy — FREE! 


SWEEPER CoO. 
9593 Grand River Ave. 
DETROIT, MICH. 














rs MLA Bay 


Showing Americas Bi. 


All shown in a new complete 


Write 


The HARRY ALTER C€0../nc 





est “He 
° AIR 
‘his CONDITIONING 
wr COMMERCIAL 


Main Offices 
1728 S. Michigan Ave. Chicago, Ill. 











OVER 7500 ASSORTED PARTS 


for VACUUM CLEANERS 
and WASHING MACHINES 


Carried in Stock at All Times 
Write for Our Complete Catak 24 Hour Servi 
Manufacturers Pastery Representatives 
MIDWEST APPLIANCE PARTS CO. 
2722 W. Division St. Chicago, Ill. 











~ ARMATURE 
REWINDING 


Motor Repair—All Types 
We stock vacuum cleaner parte. 
Write for prices and Cat b 
WILLMAN ELECTRIC Co. 
12506 Dexter, Detroit, Michigan 











“KEEP IT RUNNING” 


atisfa peration is a real contribution 
tisfaction Leet t running anc 
mest © tt 














UNDISPLAYED RATE—Per Word. 


Positions Vacant and all other classifica- 
tions (including Agents, Salesmen, Dis- 
tributors, Representatives advertising), 
15 cents a word, minimum charge $3.00 
an insertion. (See { on box numbers.) 
Positions Wanted (salaried employment 
only) the above rates. (See © on box 
numbers.) 

Discount of 10 if full payment is made 
in advance for 4 consecutive insertions 
of undisplayed advertisements 








SEARCHLIGHT 
SECTION 


“OPPORTUNITIES” 
SALES EMPLOYMENT 


BUSINESS—MERCHANDISE 


DISPLAYED RATE—Per inch. 

1 ine $8.00 per inch 

2 or 3 inches 7.80 per inch 

4 to 7 inches 7.60 per inch 
Rates for larger spaces on request. An 
advertising inch is measured vertically 
on one column. There are 4 columns— 
48 inches to a page. 


Box Numbers—Care of Electrical Mer- 
chandising’s New York, Chicago or San 
Francisco offices count as 10 words ad- 
ditional in undisplayed ads. Replies for- 
warded without charge. 














SALES OPPORTUNITY OFFERED 


SALES REPRESENTATIVES wanted with « 


| compensation 





essful experience selling electrical Jobbers 
nd large department stores Entirely new 
At erican made Holiday item Liberal 
ission; give detailed informatio: RW 7 
Electrical Merchandising 520 No Mi eon 
AV Chicace mW 
Get This 
RYE FREE 
re BIO; 
RADIO 
<= CATALOG 
Burstein 


Over 10,000 items is 
this big catalog in 
cluding radio receiv 
ers, nationally known 
radio parts and 
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SALES OPPORTUNITY OFFERED 


TRAVELING SALESMANAGER with = experi 

ence in actual selling Electrical Ranges to 
Utilities wanted to take charge of sales by well 
known manufacturer with many years experi 
ence. Only experienced man well known to the 
trade need apply State territory traveled and 
expected SW-475, Electrical 
Merchandising, 330 West 42 nd Street, New York 
Cty 


SALES OPPORTUNITIES WANTED 


LARGE BRITISH ORGANIZATION, exten 
sive Continental Utility connections, seeks 
distributorship small model, popular-priced 
reliable, domestic refrigerator for Belgium 
and/or _ France Write full particulars to 
‘H. T c/o Charles Barker & Sons Ltd 


31 Budge Row, Cannon Street, London 
E. C. 4, England 
Looking for a man to sell your product, 


Connecticut, New York or New Jersey? 
Calling on Electrical and Hardware Jobbers 
and Dealers for 8 years. If you will mail 
samples, price list, shall lose no time show 
ing good results Salary or commission 
Good references SA-473, Electrical Mer- 
chandising, 330 West 42nd Street, New York 
City 


| Story. 


| 


Income Insurance 
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profession. No wonder they fail to 
others to help them. As in 
anything else, you must practise what 
you preach in this greatest of all in- 
dustries. Toned correctly and iden- 
tified with the right product and 
dealer, you can contribute so much 
more than you will ever gain, that 
you need never feel embarrassed in 
having your customers and acquain- 
tances help you enlarge your selling 
influence. 


excite 


Last of the requirements needed to 
turn customers and friends into an 
effective secondary group is 
belief. The salesman must believe in 
the company and dealer he represents, 
as being better than all others he 
could represent. He must believe in 
the product he sells as possessing vital 


sales 


differences that can be found in none 
other. And he must believe in him- 
self. 

Such belief in the plus values of 
what the salesman represents and is 
trying to do is contagious. 
example, if his presentation to a cus- 
tomer stresses the vital distinctions of 
an appliance — use 
can be 


advantages 


found in no other,—the cus- 


tomer is convinced that to select any- | 


thing else is to elect to own something 
less than might be possessed. With 
that feeling, the customer is eager 
to prevent others of her acquain- 
tances from making the mistake of se- 
lecting less than might be 
Thus, the customer, 
enced by 


enjoyed. 
influ 
presentation, 
prone to turn herself into a 


positively 
such a_ sales 


is more 


sales oracle among eens, whom she 
knows are considering a ilar pur- 
chase ‘o do less than ia 1 vel best 


to influence them to a right selection 
would be an unfriendly 
would down the 
which the customer 
gained by such purchase. 

Smart selling must always produce 
two feelings in the customer’s mind. 
(1) That the bought has 
distinct use 


gesture, and 
advantage 
feels she has 


trade 


product 
advantages 
ers which she might have selected 
(2) That because of being the pre- 
ferred answer to a vital homemaking 
need, the customer is obligated to in- 
fluence 
wise 


her friends to enjoy the same 
When a salesman be- 
comes skilled in selling both conclu- 
sions, he becomes like the chap in 
Bay City who finds his income con- 
tinuing even when an invalid. 


selection. 


Keep this great fact spotlighted in | 


your activities during the fall season 


you are not only making sales, but | 


making customers, and you are not 
alone cultivating customers for prod- 
ucts but as helpful secondary selling 
helps for the extension of the great 
service you render 
salesman. Become skillful in selling 
products. But that is only 
3ecome more skillful in sell- 
ing others on helping you sell the 
products you represent. Thus, you 
|set multiple influences into play. And 
from them, the world around you is 
|richer and you benefit in a magnified 


| manner. 
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It prompts | 
all around him to be of help. For) 


that | 


over all oth-| 


as an appliance | 


half the | 


At LAST here is 
battery merchandis- 
ing at its best. Fac- 
tory Sealed, Factory 
Fresh _ convenient 
consumer ""HAND-EE 
J 2 and 3 PAKS" of 
othe nationally known 
il Jocry Sealed. No. 55 Usalite LOK- 

OW Jaddoty rod TOP batteries—spe- 


wane  cialized attention 


Row) 

vars =6omerchandisers in 
bright pleasing col- 
ors with the mer- 
chandise already 
packed ready to 
hand out to your customers. No loss 
—no waste, keeps merchandise al- 
ways in clean, fresh saleable condi- 
tion. Assures maximum turnover— 
greater profits. 

Standard package 48 cells—i8 
“HAND-EE 2 PAKS"—4 “HAND-EE 
3 PAKS"—all in twin Master Pack- 
age Display Merchandisers with spe- 
cial battery tester. Never before has 
such a practical merchandising plan 
been offered Dealers—Jobbers for 
greater sales—greater profits. Write 
for further details today! 


UNITED STATES ELECTRIC MFG. CORP. 
222-228 West 14th St., New York City 


CHICAGO—323 W. Polk St. 
SAN FRANCISCO—335 Sth St. 
























—that the merchandise 
in your store is always 
fresh and in good con- 
dition. How? Just... 


POINT OUT THE “DATE- 
LINE” WHEN YOU SELL 
EVEREADY BATTERIES 
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The Little Red Hen 
Builds Loads 
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tional meetings on electric cookery as 
part of the program. They hope also 
to bring about a situation such that 
every dealer will stage a demonstra- 
tion of some sort every Saturday on 
his sales floor. In power company of- 
fices the department sees to it that 
some activity of this sort is going on 
all the time. On the same principle 
as the flapjack operator who used to 
attract people into Child’s restaurant 
through the appetizing nature of his 
performance, so small appliance cook- 
ery is used as a bait for public in- 
terest. Usually there is something to 
eat connected with the program—cof- 
coffee makers, 
buttered toast from the automatic toast 
er, waffles with from a new 
waffle iron. Sometimes the demonstra- 


fee made in electric 


sugar 


tion is set up as a window display, 
sometimes in the main sales room of 
the commercial offices. 

Figures are kept on the number of 
demonstrations given, the number of 
home calls made, the attendance at 
various programs, as well as on the 
number of actual prospects obtained 
and the actual added load for which 
home service girls are responsible. 

During the winter a radio program 
is undertaken, with three presenta- 
tions a week. About 15 minutes dur- 
ing the morning is the selected time. 
These talks focus attention on elec- 
trical appliances, rather than on cook- 
ing, no given. Last 
winter about twice each month, how- 


recipes being 
ever, a bulletin was issued which could 
be had on request by writing in or on 
application at dealers’ stores. About 
300,000 of these bulletins were distrib- 
uted during the period that the broad- 
In these talks, 
and in all power company ads, the pub- 
lic is urged to “see your dealer.” 

If you remember the story of the 
Little Red Hen, it is a children’s fa- 
vorite which tells of the busy little 
body who planted the seed and tended 
the grain and ground the wheat and 
finally attended to the making of the 
bread. That is why this symbol in 
Utah has become that of the home 
service department. “Not I” said they 
when asked to undertake these various 
jobs. But “I will,” said the Little 
Red Hen, “I will.” And she did. 


Mahe. «PROFIT SALE 
we EVERY Customer 


Sell JUSTRITE PUSH-CLIPS 
to every customer! Every home 
every user of electrical appli- 
ances can use several sets of 
Justrite Push Clips . . . to 
hold radio wires and lamp 
cords to the top of baseboards. 
Neat. Efficient. 


casts were on the air. 























These Justrite Features: Made 
of No. 1 steel - easy to 
install—no tools needed . . . 
holds securely . . . long lasting 

- colors to match lamp cords 
or wood work . . set of 8 for 


FREE DISPLAY: 3 doz. 
Sets, Push-Clips in As- 
sorted Colors, in Color- 
ful Display carton. 
ASK YOUR JOBBER 


+ or write to 


JUSTRITE MFG. CO. 


2061 Southport Ave. 
CHICAGO 
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Wha are mostElectric Ranges 





WILCOLATOR 


HERE must be a reason why W 
by more manufacturers of electric ranges than any other make. 
several in fact! 


And there is a reason 


Wilcolator controls employ the new liquid type thermostat—the 
type originated by Wilcolator and now universally accepted as the 
They are extremely sensitive, accurate 
Accidental bumping won't damage them 
and there are no moving parts in the oven to take up 
space or require additional cleaning. 


most efficient construction. 
at all degrees. 
less service 


But the main reason why both manufacturers and dealers prefer 
Wileolator controls—is the fact that a Wilcolator helps sell the 


range—then helps to keep it sold. 









IRONERS 





7 Typical of the advanced features 
in the entire new line of Horton 
ironers is the combination hamper- 
cover, on model 253 illustrated. Thor- 
oughly practical— easy to handle— 
with great sales appeal. 

Horton features make it easier to 
capitalize the fast-growing demand 
for ironers, as well as washers. The 
Horton line is HOT. Get the details 
now, from your distributor —or write. 


HORTON MANUFACTURING COMPANY 
3602 OSAGE ST., FORT WAYNE, IND. 


A GOOD NAME FOR 65S YEARS | 
| 


WILCOLATOR 


The Wilcolator Company, Newark, N. J. 


HORTON OWING Los sa) 


-Equipped? 


ileolator oven controls are used 


they require 
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1 NOTHING LIKE THE 


HOALZIN 


THIS HEAVILY EYE-LASHED 
BIRD HAS CLAWS ON ITS 
WINGS. IT SWIMS, CLIMBS 
TREES AND FLIES. 





7 — 
2 NOTHING LIKE GULF 


ELECTRIC Q-MOTOR OIL 







THIS IS THE 
ONE O/L MADE 
SPECIALLY FOR 
ELECTRIC REFRIG- ——“* | 
ERATOR AND WASHER MOTORS _ | 
NOTHING LIKE IT ON MARKET. | 
FEATURED IN COLLIERS— _ | 








\_ PUSH IT AND PROFIT ) 


GU LF ELECTRIC 
MOTOR 

For further information, write Gulf Petroleum 
Specialties, Gulf Building, Pittsburgh, Pa. 
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10 YEARS AGO 


*LECTRICAL MERCHANDIS 

4iING in October 1926 reflecting 
the progress of the appliance business 
reported these events: 

Camp Cooperation VI at Associa- 
tion Island had considered a plan pre- 
ented by the League Council for 
nerging local league associations and 
the Society for I 


lectrical Development 
The plan, it was hoped, would provide 
for full development and functional 

mtrol and yet be capable of bringing 
to bear on new promotional objectives 
he forces of united industry 


Wiring 
\nother all-industry activity re 
rted was the industry conference on 
wiring, the personel of which was just 
conference was ini 
tiated jointly by the Electragists Asso 
ciation, International and the Wiring 
Committee of the National Electric 
Light Association. The purpose of the 


unnounced. Th 


onference was to investigate the pres- 
ent trend of wiring in its influence on 
1¢ development of the electrical indus 
ry Earl Whitehorne of ELEC- 
TRICAL MERCHANDISING was 


hairman 
Refrigeration 


Still another industry activity was a 
meeting of six electrical refrigerator 
nufacturers a in informal ele 
rical refrigeration council to develop 
ooperative publicity. The Commer- 
al Section of the National Electric 
ight Association under the chairman- 
ship of James E, Davidson met at Chi- 

draft a years progran 


progi 


\mong 
ecommendations made was a pro- 
hat a proper qualified execu 


hould be attached to the National 


ectric Light Association Headquar 
te! uf tor the purpose of promoting 


il activities of the electric 
power industry. This was the 
nning of the present headquarters 
up—C. E. Greenwood, then of Bos- 
Edison [Illuminating Company, be- 


ig alter tl meet- 


Hurley Awards 


3 4 1 
as one i 
irds we 
we a 
‘ational Ele l t Association, 
‘ t Phe rf 
f I 4 he c hicia 
é n pu i dv 
ease of ug \ r cu 
i ft Wa ¢ ay 1€ 
s¢ ep | | pecially € 
g are the Wa $155 
ind $175; an ironer at $130; a percola 
r at $24.25: a all travelling iron 
it $4.95. A review of current radio 
ets illustrated models from $99.50 t 
$575. These popular p l 
nsoles 
An editorial suggested that lower 
rates would be effective ules promo 


tion and would be profitable for b« 


utility and customer. 

A letter from a reader urged that 
more promotion be given 
tric clock. 

Among 


manufacturers announce- 
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“Jerry” Stedman was in a reflective mood when this candid 
camera shot was snapped on a recent visit to New York. But 


he was thinking of appliance selling, as usual. 


In This Issue—October, 1936 


The Merchandising Month—®y |. & Moffett 
The Plan That Sells the Kitchen 


The story of the New England Kitchen Planning Institute and how one 
distributor is selling the complete electric kitchen—By Laurence Wray 


Income Insurance 


When the salesman learns how to make his customers work for him 
he will never lack for prospects—By Gerald E. Stedman 


Personal Kitchen Planning in Portland 


Public demand for kitchen plans resulted in a kitchen planning service 
being instituted by one western utility company—By Clotilde Grunsky 


63 Years Young 


Another Portland, O., item on selling kitchens 


Setting the Example 


A dealer builds an electric kitchen in his own home 


Prospects From Club Women 


How a dealer got club women to turn in 350 prospects in 90 days 


Remember the Prospect's Name 
The story of the Cindricks and their St. Louis Showboat—By Howerd 


barman 


Souvenirs Catch Customers 


On the Firing Line 


Dealer personalities and ideas from several sections—By A. B. Conklin 


Inside and Out 
Button Up Details When You Sell Stokers 


A Milwaukee dealer tells how salesmen can boost their earnings—By 


Western Furniture Houses Sell in the Summer 
lt Costs 20 Per Cent to Sell on Time 


Selling the Hot Prospect 


Kahn & Levy, Galveston furniture house go after cream business 


Editorials 

The Little Red Hen Builds Load 

Meter Is Key to Department Store Expansion 
News—People, Products, Plans 

Service Section 
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OCTOBER, 


ments General Motors announced 
formation of a new subsidiary, Frigi 
aire Corporation, separating Frigidaire 
from the parent company Delco Lig! 
Apex Electrical Manufacturing Co: 
pany buys Apex Products Compa: 
And the lighting equipment manui: 
turers were planning a national e 
hibition of fixtures. 


SUGGESTED SLOGAN 
To the Editor: 

In one of your recent editoria 
you suggested the name for a Slogan 
to stimulate the use of new wiring 
and re-wiring; something that would 
enable the industry to benefit by a 
slogan in such a manner as “Say 
With Flowers” has benefited tl! 
florist industry. 

I would like to suggest the follow 
ing Slogan :— 

“AS THE WIRING, SO THI 
HOME.” 

A. H. Turin, 
Boston, Mass 


STEDMAN INTO FRENCH 
lo the Editor: 


In the September issue of Electrical 
Merchandising a very interesting ar 
ticle by Gerald E. Stedman has been 
written, under the title of: “The buyer 
is not dumb.” 

I am translating this article 
French for the benefit of our French 
salesmen in this vicinity, and I would 
like to inform them also of the qualifi 
cation of Mr. Stedman. He seems t 
be so well informed that he must be a 
sales executive somewhere, and | 
would appreciate if you will let m: 
know who he is and what are his busi 
ness duties. 

Rocer GAGNON, 
Beatty Bros., Ltd 
St. Hyacinthe, Quebe 


Gerald E. Stedman is vice-presiden 
in charge of market planning for the 
Cramer-Krasselt Company, advertising 
agency of Milwaukee. For many 
years he has been in active charge of 
national market surveys in the electric 
appliance field—surveys that cove 
every conceivable angle of the busi 
ness whether it be the consumer, tl 
owner, the distributor and dealer o1 
the salesman. He was the directing 
genius behind the recent comprehensiv: 
Milwaukee survey published in the 
July issue of Electrical Merchandising 
He is a brilliant inspirational writer, a 
forceful speaker and, in addition, 
sort of father-confessor to thousand 
of appliance salesmen in the Unite 
States who look to him for guidanc: 
and who, in turn, provide him with 
much of the source material that goe 
into his writings. 

He has the build of an All-America 
fullback, can drink a quart of Scotch 
at a sitting (or stay drier than Vol 
stead when there is work to be done) 
and practically lives, eats and sleeps 
appliance selling. His father was a 
minister and, for a time, it looked as 
though “Jerry” was going to follow 
in his footsteps. But what the pulpit 
lost in fire-and-brimstone eloquence 
the appliance industry gained and it is 
his particular brand of evangelism that 
is proving a source of genuine inspira 
tion to men on the firing line.—Eb. 
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NE IS YOU—-THE OTHER, THE VOICE 

OF QUALITY. You-—even with expert sales 
technique—-can make sales only when your prospects 
feel that they are receiving high-quality appliances. 
You may quickly arouse attention, interest, and 
desire, but you actually close sales only when the 
convincing voice of quality tells your prospects that 
they are getting their money’s worth. 
The G-E monogram is recognized everywhere as 
a mark of high-quality electric equipment, and a 
G-E motor on the appliances you sell convinces your 
prospects, at a glance, that the electric equipment is 
superior. This assurance, coupled with the reputation 
of the appliance manufacturer, gives your prospects 
added conviction that your appliances are high- 
quality, and makes selling much easier and hence 
more profitable. 
Use G-E motors on your appliances and amplify the 
sales voice of quality-—make these capable assistants 
do more of the actual selling. General Electric, Dept. 
6A-201, Schenectady, New York. 





G-E MOTORS 
Pass ALL TESTS 


LET G-E MOTORS HELP YOU SELL 


070-149 


GENERAL (3) ELECTRIC 
















IT’S GREAT TO BE THE WINNER ®, 





Si _ ae 
*xFRIGIDAIRE DEALERS WIN WITH THE GREATES 
REFRIGERATOR SELLING CAMPAIGNS IN HISTORY® 


No wonder Frigidaire dealers are winners! The Spring“Proof” Proof that Frigidaire meets A// 5 Standards tor Refrigerator 
Campaign sold more Frigidaires than had ever been sold in Buying has influenced hundreds of thousands to buy. Power- 
any previous year! The Midsummer Cold-Gauge Campaign ful advertising! Superior product! More effective dealcr 
sent more than 2 million people to Frigidaire dealers’ show- _ helps! Greater public acceptance! These are the reasons why 
rooms! And the Fall and Winter Campaign, now in progress, Frigidaire dealers, adding their efforts to ours, are makinz 
is another winner! The «Meter-Miser’’— Frigidaire’s exclusszve more refrigerator profits than ever before! 

cold-making mechanism—has been the year’s sales sensation. FRIGIDAIRE CORPORATION, DAYTON, OHI) 





J, YOU WILL DO Gile2 WITH FRIGIDAIRE...IN ’3 


sie i: as acca a 





